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Remarxasue proof of reader- 
confidence in WOMAN—the world’s 
largest-selling weekly for women—is 
the fact that 2,653,072 readers wrote 
to the magazine during 1951. 

This tremendous reader-response is 
convincing indication of the close 
attention with which every page of 
WOMAN is studied and provides the 
best guarantee for advertisers who 
select media on RESULTS. 

WOMAN, supreme in its field, is far 
and away the most POWERFUL 
selling medium in the feminine market. 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR. ODHAMS PRESS LTD., 96-98. LONG ACRE, LONDON, W.C.2 
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Direct Mail The 
‘Great Unseen’ 


Sim,--1 see that Mr. Silverman 
is still trying to justify the esti 
mate tha: only £5 millions was 
spent on direct mail in 1948 
Having found that that 335 
national advertisers spend “2-8 
per cent of their total advertising 
budgets” on mailing, he still 
wrongfully assumes that this will 
give him a basis for estimating 
the remainder. 

This is where he goes astray. 
His estimate May be correct as 
applied to the large advertisers 
whose markets are mass markets, 
for « w just these very firms to 
whom direct mail is a very secon- 
dary media. Bur he seems to 


IN THIS ISSUE— 
The use of colour in advertising 
is discussed on page 202. 
NEXT WEEA’S issue will be a 
special A.A. Conference Pro- 


have seriously underestimated 
SB the thousands of other advert: 
S sers whose markets are selective, 
specialised or regional, To such 
firms direct mai! is of paramount 
importance and may account for 
60 per cent or more of their total 
advertising budgets 
If Mr. Silverman extends his 
sample to include such important 
groups as manufacturers of 
ethical medical products, makers 
of specialised machinery and re- 
tailers of all kinds (to mention 
only three) he would find that his 
estimate is hopelessly out 
I sympathise with anyone try 
ing to estimate the amount spent 
on direct mail, but anyone who 
does so should remember that 
is the “great unseen” of adver 


tising 
Atan G 
Key Publicity 


NicHoLs 


To The Editor. rc 


* . 
Publicity On 
J 

Postage Stamps 

Sm.—-However laudable Mr 
Alan Hess's sentiments are in re 
gard to stamps, | am afraid he 
will not find the G.P.O. co-opera 
tive That august body has 
stated repeatedly that stamps are 
issued only on occasions of great 
nationa! interest and importance. 
and the arts and industries do 
not qualify! Moreover, the in 
evitable presence of the 
Sovereign's head would i/l accord 
with any such slogan as “Buy a 
British Car.” 

The American Railroads Asso 
ciation brought a court case 
against the US. Post Office, 
accusing them of unduly in 
fluencing the public in favour of 
road transport. They lost 

Other countries, however, have 
sold cars on stamps, notably 
Germany, which featured the 
Volkswagen on a 1939 stamp, 
and Italy, which featured a Fiat 
on the Turin Car Fair com- 
memorative stamps last year. 
Policy on advertising on stamps 
differs on the Continent 


Epoar Lewy 


15 Fitzroy Square, 
London, W.1. 


Slogans On The 
. 
Envelope 

Sim,--As a stamp collector, | 
deplore the issue of postage 
stamps for all and sundry pur 
poses other than those for which 
they are normally intended, and 
look upon issues such as Mr 
Hess suggests as nothing but 
catch pennies,” aimed at collect- 
ing money from stamp collectors 

However, the idea of publicising 
our exports on the envelopes of 
overseas Mail is not a new one 
In the 1920's and 30's the Post 
Office introduced slogan cancella 
ions incorporating the words 
“Buy British Goods.” 

For advertising purposes, the 
present layout of the Post Office 
cancellers should be reversed 
i.e, the town and date stamp of 
the cancellation should cover the 
portion of the envelope normally 
occupied by the stamp and the 
slogan moved so that it appears 
in the top left hand corner of the 
envelope. This would give a good 
black slogan on a white or buff 


background. 

A. Dow ino. 
31 Walton Road, 
Sheffield, 11. 


‘- en ee 
a Roaterene " 


For further information please write to 


Stamping On His 
Idea 


Sim, —Alan Hess's letter (April 
24), tempts me to remark that he 
must have given more time to the 
writing of the letter than to the 
idea expressed in it. 

As a nation we are often told 
by overseas visitors that we are 
stuffy, but does Mr. Hess seri- 
ously contend that we are stuffy 
about our postage stamps? If 
he does, then he is levelling criti- 
cism at our monarchy—for our 
stamps show to the rest of the 
world that we are a Aingdom, a 
monarchy in which we are proud 
to join together with the Cam- 
monwealth and Empire under 
one constitutional head. Need | 
add that our late King and the 
present Queen have done more 
to sell British prestige abroad 
than any amount of advertising? 

Mr. Hess's suggestion is in bad 
taste—not to say ungrateful, 
But, in order to avoid ending on 
a “stuffy” note, may | ask, “If 
this did start, where would it 
end?” After Buckingham 
Palace had become a poster site 

or after the War Office had to 
design a new rifle because the 
sentries found it impossible to 
present arms when wearing sand- 


wich boards? 
Rosert Keown. 
28 Cranley Gardens, $.W.7. 


Ad. Was Masked 


Smm,--My company is among 
the leading advertisers in the 
motor trade and gives a great 
deal of financial support by 
means of advertising, etc., to 
motor-racing organisations jn this 
country. 

At various racing circuits we 
have extensive advertising sites, 
usually in prominent positions. As 
a result our announcements 
appear on photographs of the 
racing published in newspapers 
and trade periodicals 

Recently we had the unhappy 
experience of discovering that a 
national newspaper published a 
photograph showing our adver- 
tisement in their London edition, 
but in the Northern edition the 
photograph had been carefully 
touched to climinate various 
advertising signs. Apart from 
anything else, this masking had 
the effect of destroying the 
atmosphere which is associat 
with motor racing, as these 
banners add essential colour to 
the scene. 

In view of the fact that my 


ROE 


ADVERTISING 


COMPLETE NATIONAL SERVICE 
LONDON 
174 Hew Bond St. Wy 
Regent 6358 
MANCHESTER 
20 St. Ann's Sq. 4/C.2 
Blackfriars 9786 


or, 


company regularly advertises in 
this particular newspaper, it does 
a r to be a rather unfavour- 
able discrimination. 


PusuiciTy MANAGER. 
(Name and address supplied.) 


. 
Arbiters Of Ad. 
Design 
Sin, —What Mr. Hollyer writes 
(April 25) in defence of an in- 
defensible position amounts to 
this: the general public has no 
taste—therefore it 1s good publi- 
city to give them only tasteless 
design. May | suggest that it is 
an impertinence to talk about 
aesthetics in this matter at all. 
What is so deplorable is that 
so many people who are emuin- 
ently unqualified to judge, are 
placed in positions of being 
arbiters of advertising design. 
This is the major cause of the 
low standard of public taste in 
this matter. 
Davip CAPLAN. 
27 Great Ormond Street, W.C.1. 


The Young Idea 

Sm,—Tony Wilson, in his letter 
of April 17, takes a wrong attitude 
on what the under-35s should 
discuss. Young people persist in 
the notion that their function is 
to talk about youth with a capital 
Y on every occasion. 

Surely this is short-sighted, to 
say nothing of being self-centred 
and ineffably boring. Were they 
born to be Youth forever? And 
isn’t the object of this special ses- 
sion to give them a chance to 
show the maturity of their ideas? 

If Tony Wilson has taken ad- 
vantage of the speech-training 
offered by clubs like the Regent, 
he must know that it’s the speech 
itself that impresses, not the 
subject. 

Victor STREETER, 
Publicity Dept., 
R. & A. Main Ltd. 


The Listener 


Average Weekly Nex Seles for 1951 (4. B.C) 197,910 


Head of Advertisemem Deparument, BBC Publications Broadcasting House, Portland Place. London. WI 
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More than 300,000 women 5 tor Home Notes. Have you put 
their magazine on your schedule : y ' 
Copy required May 9th. 6 ’ z DW for the summer issues! 
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‘The biggest 
direct response — 
from the public — 
we have ; 


ter gi 


Once again WOMAN AND BEAUTY hits 
the target, and hits it hard! A national 
advertiser uses WOMAN AND BEAUTY for 
the first time — and pays spontaneous 

tribute to its immense pulling power. What 
WOMAN AND BEAUTY has done for 


this advertiser it can do for you. 


TG AN A.P. PUBLICATION 
| ) 16 MONTHLY 


PAGE RATE £150 


U oman amd Beawty carried 
advertisement of Ro 


a heading Wet Lad fa ” 


(MAN and 


For the woman who wants to look her best 


BURNETT, Adertisement Director THE AMALGAMATED PRESS LTD, THE FPLEBTWAY HOUSE, LONDON, E.C4 
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screen printing 
display 
exhibition 


Priestleys 


OF GLOUCESTER 


Thorneycroft Urged 


TORY LAWYERS SUGGEST SCHEME 
FOR ENFORCING PENALTIES 
‘Advertiser’s Weekly’ Exclusive 


JPREPARED at the request ofthe Conservative Central Office 
report recommending legislation against re-sale price main- 
tenance, with penalties for “civil .” has been sent to 
the Board of Trade. Representing the opinion of an influential 


body of Conservatives, the ,—————— 

report is the work of the Law | such as that drawn up by Mr. 
f Conamit of the I Simon's committee which will in- 

Reform : ae mms fluence the final Government 

of Court Conservative and | decision. 


Unionist Society. 


The report lists arguments for 


The report recommends legis- 4%d against price maintenance : 
lation forbidding re-sale price And these are the committee's 
maintenance agreements “unless conclusions and recommenda- 
approved by some suitable tons 


“We are firmly of the opinion 
that the paramount cconomic and 
polwical need at the moment is to 


tribunal, such as the Monopoly 
Commission.” 


« of the committee free the economy and allow it to 
which the report is expand, Restrictive practices of all 
J. E. S. Simon, Q.C., Conserva- = sorts prevents such expansion. In 
tive MLP. for Midd order, therefore, to promote the 
West. And the chairman of the <“=“aximum cconomic xibility all 
Society is Sir David Maxwell "SSrictive — practices should 


vigorously discouraged, and should 
now prima facie be considered 
against the public interest Only 
those should be permitted to con- 
tinue which can be clearly shown 


Fyffe, the Home Secretary. 
When the Government's atti- 

tude towards the late Labour ad- 

ministration’s White Paper on re- 


sale price maintenance was to be in the public interest. 
questioned in the Commons re- “We see no reason why resale 
cently, the President of the Board Prec maintenance agreements 
of Trade, Mr. Peter Thorney- Should be any exception to this 
croft, said he was not yet ready ay pe The law should theve- 
ore be able to discriminate be- 


tween differem trades and different 
economic circumstances. This 
would best be achieved by making 
Resale Price Maintenance agree- 
ments illegal unless approved by 
some suitable tribunal, such as the 
Monopoly Commission 
“The ~ 4 


to make a statement. It is reports 


q of cing this 

policy raises important difficult 
pms . .. We have relectantly 
come to the conclusion the only 


that 
remedies which could be provided 
by the Civil Courts to prevent the 
enforcement of such 


them 
of the Attorney-General, 7 t - 
jorney _~ 
insufficient. 
“We are therefore of the opinion 
that « should be made a statutory 
offence to make or seck a resale 


price Maintenance agreement with- 
out consent, 


Rolf Unwin, president of the British 
Federation of Master Printers, pre- 


sents the Federation's gold medal 
to John F. Milne, 20-year-old print 
designer, Doig Bros. & Co. Lid., 
Newcastle-upon-T yne, winner of this 
vear's layout competition 


Ban Resale Price Maintenance, 


| 


LARGER 
EXPECTED SOON 


I: is understood that plans for a 
mew newsprint ration during 
the next eight weeks’ period 
which starts on Sunday have 
been prepared and are awaiting 
Government decision. An in- 
crease of up to ten per cent is 
rumoured 

. P. Bishop, M_P., general man- 

ager, Newsprint Supply Com- 

pany, refused to comment on 
these reports. 

There is good news, too, for 
publishers of periodicals and 
trade and technical journals 
which use mechanical print- 
ings The “reprieve” they 
were granted against possible 
restrictions on delivery is to 
be extended. 

Existing arrangements for supply 
of mechanical printings under 
bulk licence will continue until 
the end of June 

Opinion in the paper trade 
is that they may be pro- 
longed indefinitely, if other 
priorities allow and if the 
voluntary working arrange- 
ment between the mills and 
publishers continues to be 
satisfactory. 


_ 
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Big London 
Store Decides 
To Advertise 


Among the great London 
stores, Bourne & Hollings- 
worth Lid. have always stood 
aside from the general policy 
to advertise. 


Now they have reached a 
decision to do so 
Staflord Bourne said this 


week that the decision cer- 
tainly put another milestone 
in their 58 years history as a 
store, but emphasised that it 
did not indicate the slightest 
deviation in any other way 
from their policy and charac- 
ter. He considered that the 
store had something unique 
which was well appreciated 
and understood by a great 
concourse of old friends but 
he felt tha; circle of friends 
could, and should, be widened. 

Bourne & Hollingsworth 
Lid, have appointed Cecil D 
Notley Advertising Ltd. as 
their advertising agents 


eee eCeC PCO T Tie ri itt itd 


Harris Kamlish Bereaved 


Jeffery, younger son of Harris 
Kamlish, advertisement director, 
Odhams Press, died on Tuesday, 
aged 19 


Kemsley’s : Important Changes 


Important appointments 
announced by Kemsicy's 
H. J. Staines, J. H 
and N. H. Booth are 
from the board of 

Newspapers Ltd 

At Sheffield: Mr. Staines will 
remain on the board of the 
Sheffield Telegraph and Star but 
will relinquish his appointment 
as Managing director and general 


are 


Oldham. 
retiring 
Kemsley 


manager. F. K. Gardiner will be 
director in charge of editorial 
departments 

At Manchester: Following the 
retirement of Mr. Oldham and 
Mr. Booth, A. M. Burnett-Smith, 
general manager, London, has 
been appointed to the board of 
Kemsley Newspapers Ltd., and 


will join Eric Schofield at Man- 
chester. 


J. W. Robertson, managing 
editor, Manchester, has been ap- 


pointed editor of the Sunday 
Chronicle and will remain in 
Manchester The offices of 
editorial director, Manchester, 


and managing editor, Manchester. 
are discontinued. 


At London: E. W. Cheadle wil! 


resume the appointment of 
general manager, London, in ad- 
dition to his present duties as 


director of development and pub- 
heity. J. G. McKenzie, editor, 
Sunday Chronicle, has been ap- 


pointed chief assistant to the 
editorial director 
D. M. Parry, until recently 


assistant general manager, Man- 
chester, is appointed assistant 
general manager, London 


_ d - > > 
7 » 
sees ees soee 7 " 
sone seer re ¥ 
**e *“*-* a 
ee ee ‘' . 
° . Par : 
—— 
- oe ; 
oe eee 2. 
: | Pe ve ty ah OG 
se “er 7"! 

: seeee eneee 7 bt 
+ ‘ m, 
od is 

ne 
. . E 
: : : 
: : bid “ 
: ; ’ 
: 3 . n> 
: $ ts 
. . ' io a 
pe : 3 wo 
Po 3 . 
. . * 
4 . : 
4 . 3 ‘ 7 
4 . wi 
. . | 
7 H : : ba 
: H 
; ; se 
; 8 aoe: ees 
; : aan 
: ; ia 
: : 1 oa 
: : i ¢ 
: : a 
; : ig 
; : : 
; ; . 
. > Wee 
; ° = 3 
4 : 4 eer 
. . ‘Ag = 
: ; F 
: $ - 
4 >. . 
: ; a 
: 4 7 eA. : 
: : , 
. . (es 
: . Hi ait 
: . : 7 (f 
. . 4 . aod 
. . Bes 
4 . 
4 > 
4 >. 
PO ; ; 
+4 . ~ 
. . ‘et 
; H a 
4 > 
4 3 ie 4 
: 4 A of 
; 4 — 
$ H in 
4 : ; 
: : b 
Po : a 
$ ; : ; S 
: ; =e 
: ; I na 
—_—_—_—_—_—_—_—_——— — } y 
‘ 
P 
= 4 
ASE: 
tote 
Ca. pk 
aa 
. enema . a} 9 
ee Po eB 
7 a + 
; - inom 
‘ Es 
P "| iy 
; ; : Sted 
‘ > ae % “ 2 
| - ” 7 | a Po ; ies 
oh oa be 
Le ee: 
fe ae 
a ay 
- re 
J eas 
et are : : ; ea P 
8 NS a ee a ee a ok ee ae 8 Yee “Pea See be es 
+) an ig % AB AES  - oo a! es tig = tae Es Bes Re Pole 
Salat ae ces * a tars) ee re eee = on - a 
mete Sie te ae Om. Ta a ; 


ADVERTISER'S WEEKLY 


Paper Prices 
May Hit 
Print Demand 


if the present prices of paper 
are maintained will 
serious effect 
print, the Brit 
Master Printers has been to 
Edmund Arnold, chairman 
egisiation committee 

Supplies seemed to be reas 
able, he said The Ministry of 
Materials had taken 
force down prices of 
snd esparto unporters 
ng similar action 
cessful, would mean a 
im paper 


they have 


sicps to 
wood pulp 
were tak 
which, if suc 
reduction 
costs 
however 
mills had de 
prices 
and that the 
announced 
remain at 
the next 
resent price 
for the 


It was disappointing 
that the wood-free 
cided to maintain 
until further notiwe 
esparto group had 
that prices were to 
their present 


three months 


present 


level for 
The 5 

he f 
of paper was too 
ultimate < and 
damage done to 
demand for paper products 


high 
onsurme serious 
was being the 
He hoped the mills 
attempt to insist ona 
renance 
tiisothey 
stoeks 


would not 
full 
levels un 
used up all their 
materials bought at 
the higher prices 


rrndirt 
wf present price 
had 


if raw 


ROW ON RATES WILL HAVE 
SEQUEL IN COMMONS 


Ow SE they consider a principle is involved, the “Oldham 
Chronicle” has refused Food Ministry advertisements unless 


they are paid for at public an 


display rates. 

The Central Office of Informa 
ton who place the advertise 
ments notifying changes of 
ration books, have crossed the 
paper off their schedule and the 
Regional Office of the Food 
Ministry state: “We cannot sabo 
tage the C.O.1.’s stand against the 
papers which adopt this atts 
tude 

About 200 posters have been 
put up, and members of the 
food committee 
that the Ministry are 
spending far more on 
then they would be on 
the rate the paper asks 

The Food Minister is to be 
isked in Parliament by one of 
M.Ps what arrange 
ments he imtends making to 
that adequate information 
is given to the public? 


Kemsley Profits 


Net group profits of Kemsicy 

Newspapers for the year ended 

mber 31, 1951, after all charges 

taxation had been paid, was 

2,276 compared with 
£7RS41) previous year 


cal 
suggested 
probably 
posters 
paying 


have 


the ocal 


sssure 


as 
for the 


How Ad. Rates Per 1,000 Readers 
Have Changed Since 1939 


i ATE increases in the United 
Kingdom are not so pre- 
nounced as, for example, in 
Australia, advertisers are told in 
the “News Sheet” insued by the 
Incorporated Society of British 


Society, with permission of 
their members, reproduce 
showing advertising cost 
for ous classes of 
ions in the United King 

dom for 1939, 1946 and 1951 
Information on somewhat sim: 
lar lines for Australian daily and 
Weekly newspapers is also re 
produced, by courtesy of the 
Australian Association of 
National Advertisers, who were 
responsible for compiling it 


var 


“Whilst the general pattern is 
in both countries.” it is 
advertising costs appear 

risen more steeply in 
Austral where rate increases 
have been even more pronounced 
than in the United Kingdom 

“Probably the full effects on 

circulations of the selling price 
increases are not reflected in the 
1951 figures for the United 
Kingdom and when advertising 
costs for 1952 are computed they 
may be found appreciably higher 
than those yet recorded.” 

Because of the general reduc 

tion in column width 
rates im 
by 391 


advertising 
Australia have increased 


per cent since 1939 


17 DAILY AND WEEKLY NEWSPAPERS IN AUSTRALIA 


nch per x) circulats 


wh per | (xx 
inch per 1,00¢ 


yoresase in cir 
Increase in 


ilatron 
“Mu crculaton 

i\¥14—Increase in Rates 

v4) — Increase in Rates 


‘ 


cireulatiog 
uculaty 


tad 
Percentage 
oy 


‘London Bus Ads. Are 
NOT Banned 


Speaking in the transport de 
bate in the House of Commons 
on Monday, John Rodgers, who 
; a director of J. Walter Thomp 
son, asked why Londor Trans 
port Executive had banned ad- 
vertising inside buses and had 
thus lost a revenue of £300,000 
a year.” 

question, states 

commercial advertising 

British Transport Com 
nission, is based on an erroneous 
assumption 

1 would like to make it quite 
clear.” he told ADVERTISER'S 
WEEKLY, “that advertisements in 
side London Transport buses are 
not banned, and that we are pre- 
pared to accept orders for the 
display of advertisements § in 
those positions.” 


Ss & 


issue will appear on May 12. 


Midland Oratory 


Contest 


Midland Area finals in the National 
Public Speaking Contes’ will be 
held at Queen's Hote!, Birmingham, 
on Saturday, 6.30 pm between 
Birmingham, Wolverhampton, and 

crcester 

The meeting has 
by H. Cave 
Area organiser 

Winners will go forward to the 
national finals in June 


. . . 
Distribution Clash 
Over ‘208’ 

Provincial wholesalers 
agreed to handie 28 
The decision was made at the 
annual conference in Torquay of 
the Provincial Wholesale News- 
paper Distributors’ Association. 

But the National Federation of 
Newsagents are standing firm. They 
are still urging their members to 
refuse to stock 208 until it is sold 
entirely through recognised trade 
channels 

At present it is distributed mainly 
through the Lewis tobacco chain 
and Woolworth's 


been arranged 
(Leiester), Midland 


have 
magazine. 


rates instead of 
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More Colour 


For ‘Woman’ 
15th 


Woman celebrates its 
birthday with an increased edi- 
torial and advertisement full- 
colour quota of about 40 per 
cent, starting from Saturday's 
issuc 

Harris Kamlish, advertisement 
director of Odhams Press Ltd., 
states that within two weeks of 
the first announcement on Febru- 
ary 29 almost all additional 
available space was booked to 
the end of the year Already 
bookings for 1953 indicate a 
heavier demand than for previous 
years 

Thomas Hedley & Co., Lid, 
use the back cover of this issue 
for a full-colour announcement 
of their fourth and final slogan 
contest, which carries a rst 
prize of a £4,500 furnished house. 


Maximum Paging 
For Weeklies 


Asked about newsprint supplies 
in the House of Commons, Mr. 
Henry Hopkinson, Secretary for 
“Overseas Trade, said that while the 
shortage of newsprint was by no 
means over supplies now expected 
should shortly be sufficient to make 
it possible to release local weekly 
newspapers from tonnage rationing 
and enable them to publish up to 
the maximum paging permitted. by 
Control Orders 

This, however, was a matter 
which was the concern of 
Newsprint Rationing Committee 
who represented the newspapers as 
a whole, and the matter would be 
referred to it for advice since the 
interests of other newspapers were 
also involved. 


ular Soccer 


ourney 


J. B. Braithwaite, chairman of 
the London Stock Exchange, pre- 
sented the Financial Times challenge 
cup to the captain of the Stock 
Exchange Football Association— 
winners of a triangular tournament 
when they met representative teams 
of the Paris and Brussels Bourses 
at Chessington on Saturday. The 
teams were entertained to dinner. 

D. Barrington-Hudson, publicity 
manager of the Financial Times, 
replying to a toast proposed by 
Max Karo (Stock Exchange), spoke 
first in French, then in English. He 
mentioned that the paper was not 
able to meet full demands for 
copies because of the newsprint 
situation, and hoped readers would 
assist international relations by 
passing on copies to friends across 
the Channel. 


‘Evening Standard’ 


Tria 


Weekly Edition 


The Evening Standard is produc- 
ing a weekly edition which contains 
the final London edition for each 
day of that week—six newspapers 
bound together in a paper cover. 

“The weekly edition will sum up 
London for people living outside 
the Evening Standard circulation 
area,” the paper announced. “It 
will provide a complete news-link 
with London for readers in the 
provinces and readers overseas.” 


Nine 
Nanonal 
Sunday 


Twelve 
Leading 
Provimaal 


Newspapers 


Eught Mass 
(Cire 


Weekly 
Magasines 


ADVERTISING COST FIGURES 
FOR U.K. PUBLICATIONS 
per « 


per sc 
per s« 


inch per 1,000 circulats nd 
inch per 1,000 circulation 1 abd 
inch per 1,00) circulatior 1 62d 
Percentage 
Su 46 


2 25d 
Percentage 
circuhitren 53-71 
n ciroulecwn 12-64 
Rates 174.06 


1061 ower | Increase in Rates 35.73 


Figures for 1961 were compiled in September of that year 
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Brighton Bookings — 800 


‘SORRY—NO MORE’ SAY ORGANISERS: 
FINE FACILITIES FOR GOLF 


S° enthusiastic has been the 


response that organisers of the 


Advertising Association's Conference at Brighton, May 


8-11, were obliged on Monday 
could be accepted, except in 
special cases. 
Over 800 registrations have 
been received--more than 200 
above the previous record. 
Emphasising that the decision 
not to take more bookings was 
made most reluctantly, Sinclair 
Wood, chairman of the Confer- 
ence committee, told ADVER- 
TrseR's Weekty that plans for 
accommodation at meetings and 
social events were made in the 
hope that registrations would be 
rather above average for past 
A.A. conferences 

The Conference programme 
has been produced and presented 
by the Shenval Press Ltd. Hert- 
ford. It contains much useful in- 
formation about the facilities 
Brighton offers 

The Corporation is providing 
free facilities for using the Dyke, 
Hollingbury Park, and Waterhall 
golf courses. and the East 
Brighton golf club will welcome 
delegates 

Latest addition to the list of 
Prominent speakers is Norman 
Collins, former B.B.C. chief who, 
until recently, was controller of 
television 

On Saturday evening the film 


to decide no more registrations 


“The Magic Key,” which deals 
with the functions and impor- 
tance of advertising, will be 
shown at the Conference H.Q., 
Hote! Metropole 

The Club's luncheon, one of 
the few social functions at this 
years Advertising Association 
Conference, will be held at the 
Metropole Hotel, on Sunday, 
May ll 

Accommodation is limited, so 
early application for tickets at 
one guinea each is advisable. The 
luncheon is open to all delegates 
and their ladies, whether Adver- 
tising Club members or not 

The chairman of the Club 
Development Committee of the 
Advertising Association, Ww 
Hamp Hamilton, will be in the 
chair and will propose the toast 
of “The Clubs and the Associa- 
tion.” Sir Miles Thomas, presi- 
dent of the Association, will 
reply 

The toast of “The Guests” will 
be proposed by Everett Jones, 
chairman of the programme sub- 
committee of the Conference, 
and the response will be made by 
the Mayor of Brighton. 

There will also be a surprise 
item at the luncheon. 


Special Delegation To Attend 
American Ad. Convention 


In appreciation of the splen- 
did support given by Americans 
to the International Advertising 
Conference in London last July, 
the Advertising Association will 
be represented by a special dele- 
gation to the 48th annual con- 
vention of the Advertising 
Federation of America 

The convention will be held at 
the Waldorf-Astoria, New York, 
from June 8-11 Vhe British 
delegation will be Sir Miles 
Thomas, president of the Adver- 
tising Association; W. Ewart 
Rumble, chairman, executive 
committee. and W. W. J. Studd, 
deputy-chairman, executive com- 
mittee, the Advertising Associa- 
tion 

Sir Miles Thomas has accepted 
an invitation to address the 
American Convention on the 
subject of “World Advertising 
and Marketing Problems” at a 
Convention luncheon on Mon- 
day. June 9 

“Your passport to four days of 
entertainment, education and ¢x- 
citement in New York City, ad- 
vertising capital of the world 
(with a side trip to sun-drenched 
Bermuda)” is how a folder issued 
by the A.F.A. invites applica- 
tions for attendance 

Theme of the convention is: 
Better Advertising—More Effi- 
cient Advertising People 


| SIX WILL VISIT 
| COPENHAGEN 


' An international “Youth-in- 

Advertising” Conference is being 
held in Copenhagen from June 
16—22, and 18 countries have 
been invited to send delegates 

Six British delegates, under 30 
years of age, will be present. 
They are being chosen by a sub- 
committee of the Advertising 
Association's education commit- 
tee under the chairmanship of 
Miss Audrey Deans and in co- 
operation with the Society of 
Diploma Holders and with clubs. 

Hospitality will be provided by 
the youth section of the Copen- 
hagen Advertising Association, 
delegates staying with Danish 
hosts. 

It is a condition that each of 
the British delegates must be a 
Club member and hold the 
diploma of the Advertising 
Association. The Association 
and the Society of Diploma 
Holders will contribute towards 
the costs of their fares 

Speakers at the Conference 
will include Sinclair Wood (F. C. 
Pritchard, Wood & Partners), 
J B Nicholas (Rumble, 
Crowther & Nicholas) and Ivor 
Cooper (Unilever), 
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| Razor Blade 


Sample Offer 


a a FREE: ‘any 


Pal-Personna Blades Ltd. are 
giving away nearly 250,000 Pal 
Gold Thin blades in the May issue 
of Local Government Service, 
the official organ of N.A.L.G.O 
Circulation of this magazine is 
239,500 and each copy contains a 
free sample of the blade gummed 
in a miniature, four-page descrip- 
tive booklet (illustrated above). 

This journal was chosen for the 
offer because 70 per cent of local 


TOUGH “BEARDS 
TENDER SKINS 


government officers are men. The 
possibility of extending the offer 
to other magazines is being con- 
sidered. 

Normal! schedule of Pal adver- 
tising is continuing through 
agents, the J. Walter Thompson 
Co., Ltd. Advertisement repre- 
sentatives for Local Government 
Service are Reginald Harris Pub- 
lications Ltd 


MANCHESTER PREMIERE FOR N.A.B.S. 


A. C. Duncan (left) talking to the 
Lord Mayor of Manchester, and 
the Earl of Derby. 


New Warning 
To Chemists 


The Pharmaceutical Society of 
Great Britain is to take stronger 
action against pharmacists who 
advertise their dispensing services. 

An official notice issued by the 
Society states that the Council 
notes that these advertisements 
continue to appear from time to 
time in local papers, programmes 
and parish magazines 

If these practices continue, the 
Council would not be prepared 
to accept an apology and with- 
drawal of the advertisement but 
would report the facts or make 
complaint to the Statutory Com- 
mittee which has power to strike 
members off the register 

In July, 1950, the Statutory 
Committee expressed the opinion 
that it was misconduct for a 
pharmacist to advertise his dis- 
pensing services. . 


It is expected that over £1,000 
was raised by the provincial 
premiére and midnight matinee of 
“Robin Hood and His Merrie 
Men” in aid of the National 
Advertising Benevolent Society at 
the Odeon, Manchester, last 
Thursday, April 24. Nearly 3,000 
attended. Many came from out- 
sying districts, in coach parties 

The Earl of Derby, as patron 
of the event, and the Lord Mayor 
of Manchester were present 
Prominent advertising and news- 
paper people in the audience in 
cluded: Walter J. Harrop, P. H 
Winter, D. W. Kitching, T. G. 


The F.A. Amateur Cup finalists 
Walthamstow Avenue and 


Leyton will 
match in tid of NARS. ‘at the at the 
Avenue’s 


Pearce, Alderman J. Bleakley, 
Laurence P. Scott, Eric Schofield, 
H. Kendall, Mrs. J. McDonald, 
Miss G. Ridgway, and F. John 
Roe 

A. C. Duncan, chairman of 
Odhams Press Ltd., and president 
of N._A.BS., welcoming the audi- 
ence, paid tribute to the work of 
the Manchester committee 

Stars of the film were Joan 
Rice, James Hayter, and Elton 
Hayes. They and Veronica Hurst 
and Donald Peers made personal 
appearances 

Souvenir programmes, which 
included 54 pages of paid adver- 
tising, were on sale in the theatre, 
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of ihe 


retary 


Regent 
Cecl D. Notley 
lurner ‘ harman 

and Reginald Oliver 


Advertising Club 
chairman 
James Reed 
assistant honorary 


to vr): Brian L. Baker 
Frank E. Waters. presideni 
assistant honorary treasurer 
secretary 


Regent Take Option On 
Mayfair Premises 


Regent Advertising Club have 
taken an option on premises at 
ta, Chestertield Hill, in the heart 
of Mayfair. “Negotiations are 
progressing with the L.C.C. for 
a licence to use the premises as 

revealed by George 

ng chairman, at 
ting of the club on 
has been made 
the lease on the 
emises in Bucking 
year, he 


move 


sme 


that during 
main task 


said 


the 


1 premier education 
ndustry They had 
vuecessful 


Education Success 
group) membership 
en started with gr 
sarily to provide 
dvertising orndustry 
niribute to the beneficial 
wyplishing 


heme 


424 grows 


and 
INANMAging 


ed president 
Cecil D> 
chairman 
The a 

Ke 


whoa 


Public Speaking Contest 
Dudley urn was mad 

vice-cha 

t lected 

thoes A 

RR. NS. Ol 

tary ama 

honorary 


Before the 


mnual 


final round “e “the Haddon Cup 


contest for public speaking was 
held. Winner was Reginald Oliver 
of Seot-Turner & Associates Lid 

Other trophies and awards pre 
sented were; the Pemberton Cup to 
Brian L. Baker (runner up, T. G 
Hartshorne); the Higham Cup to 
W. L. Walters-Page;, the Saward 
Cup to R. Blomfield; the Caxton 
Cup to W. L. Walters-Page the 
Goodenough Cup to W. A. Brott 
and R. Butterfield; and the World's 
Press News awards to J Jones 
(ist), Victor Streeter (nd) and 
D. W. Saunders (3rd) 


Membership of 
1945 for ex-servicemen—is 
nnounced by Frank Nelson (C. D 
he sixth annual dinner of 
p table are (1. to vi: Miss Paime 
D. Woeds, proprietor 
wee Fuller (Ernest J 
and Reginald Oliver, a 


on in 


Southam pion 
Industry Needs 
Efficient P.R. 


Ht R. Welton 
he lee 


nent of 


superintendent of 
ures and information depart 
the Economic League, told 
Southampton Publicity Club = that 
’ nployers were alive to their 
sihitees mn giving their 
» square deal; but that 
om enough. The workers had 
know that they were getting a 
deal. He urged more efficient 
relations in mdustry 


Ranch Carter spoke on football as 


career at the last mecting of 
Publicity Club 


the Delete Club--a 


the club 


of Wickhanw 
Day & Cs 


social 
now 
Notley 
at Eccleston Hotel. Pi 


Club News 


North Wales 


Arnold Jones Is 
First Vice-President 


At the second annual meeting of 
the Publictty Club of North Wales 
Arnold E. Jones, retiring chairman, 
was unanimously elected first vice- 
president of the Club “as a mark of 
appreciation of his services as 
founder -chairman 

The following were clected to the 
Council: chairman, Frank Bottom 
hon. secretary, G. S. Holmes; hon 
treasurer, R. L. Hutton 

The committee clected on an area 
membership basis, under a new 
rule, is: Llandudno, Colwyn Bay 
ond District, FE. W. Willams; Mrs 
A. J. Lenme: J. G. Percival; and 
Mrs. E. R Rhyl, Prestatyn 
and = District Norman Stewart, 
Ronald Allinson; R. T. Harris; and 
T. E. Williams Wrexham 
Sheppard Holway 


Berks and Bucks 
Annual Dinner 


Fifty attended the annual dinner 
and dance of Berks and Bucks Pub- 
licity Club, including H. F. Thielé, 
vice-president of the Publicity Club 
of London and Miss Davenport 
representing Slough Chamber of 
Commerce. H. E. Shalson, chair- 
man, spoke of the rapid 
development lan fF Buchanan, 
Reading organiser, also spoke. D. A 
Dailey was 


Hart 


club's 
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the 
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and D. ¢ 


asgow Publicity Club, E. Ll 
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Cup Presentation 


Mayor of London, Sir Leslie 
Boyce, at the Mansion House 
on Tuesday, May 20, at noon. 

The Club's anaval luncheon 
to the Lord Mayor (who ik 
its president) will follow at the 
Café Royal. He will be 
accom by the Lady 
Mayoress, by the City Sheriffs, 
and other office holders. 


London 
Goodman Trophy 


Winners of the Publicity Club of 
London public speaking section 
climinating contest for the Leon 
Goodman Trophy, held at the City 
Literary Instuute last Thursday 
were: Miss J. Bimstone, Miss N 
Payne, J. Cowen, G. Wild, and 
Barrington Bree. They will partici 
pate in the finals to be held at the 
section's dinner on June 20 

Judges were T. Holmes, 
Groome, and Ivan Luckin 


Norman 


Glasgow 
A. G. Stephen Is 
New President 


Allan G Stephen, assistant 
general manager of George Outram 
& Co., Ltd., was elected president 
of the Pubheny Club of Glasgow at 
the annual general mecting 

C. Gourlay, managing direc- 
tor, D. C. Gourlay & Co., 
was elected vice-president 4 A 
Jack (Watson-Brown. Advertising 
Lid.) and Fred. D. Greenhill, C.A.., 
were re-clected hon. secretary and 
hon. treasurer respectively 

George Stewart (Rex Publicity 
Service Lid.) was re-elected to the 
committee, the new members of 
which are Frederick ( Dench 
(Express Group) and Wm. Meikle 
john, Jr. (McMurtrie’s Advertising). 

The Lord Provost of Glasgow was 
re-elected hon. president, with the 
chairman of the Scottish Council 
(Development and Industry) and the 
Deacon Convener of the Incorpor- 
ated Trades of Glasgow as hon 
vice-presidents 

The meeting unanimously agreed 
that the committee should approach 
Jack Firth, publishers’ representa- 
tive and a founder member of the 
club, and the chairman of Glasgow 
Chamber of Commerce to become 
hon. vice-presidents of the club 


Yule is seen placing 
Glasgow Herald), the new president 


Committee members in the picture are: F. D 


G. Stevenson, W. Semple, J. T. Jack. 
Gourlay 
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The spring meeting of the 
Newnes Golfing Society took place 
last Thursday at Effingham. when 
% members competed for two 

hes. 

he Cleverdon Cup was won by 
W. P. Silvester (National Trade 
Press). With a 69 he narrowly de- 
feated I I Millar (Newnes 
Accounts) who also did a nct 69 
but lost on the last six holes 

James Drawbel!l (managing edior 
Women's Own), partnered by George 
Houghton (Group advertisement 
manager) won the Camm Trophy 
in the foursomes against bogey 
Runners-up were Su Frank 
Newnes, Bart. (chairman, George 
Newnes Lid.) and R. Chappel! 
(circulation manager) 


Po sities At 
leham 


At the spring mecting of the 
Poppinjays Golfing Society, at 
Laleham-on-Thames Golf Club 
there were 28 entries Results 
Helen O'Poppins Trophy, Singles 
medal, 1, I. Morgan, 82-14=68 

7 


L. S. Raiment, 91-18=73. Cravat 
des Lapins, Tony Solomon. Highest 
score hidden holes, W. J. Chappell 
Barlow-Lawson Cup, L. S. Ramment 
foursomes v. Bogey, 1, Ronald Jones 
(2) and Graham Edwards (19), 4 
down; 2, G. Millem (18) and J 
Owen (14), 5 down. Hidden holes, 
I. Morgan v. Tony Harris, | down; 
S. Longstaff v. W. Gale, 2 down 


Grouped on one of the greens are 
(left to right), “Doc” Wright, Ray 
Nash. director of Dudley Turner & 
Vincent Lid Tony Selomon. of 
Mather & Crowther Lid., and Bill 

of 


Chappell managing director 


“Blighty.” 
° o o 


Aldwych Club 
+3 

Captain’s Day Golf 

Winner of the Captain's (A. C 
Lucas’s) Prize was S. V. Morrish 
(secretary) with score of 5 down 
runner-up, C. S. Forsyth (6 down) 
Claud Dickins won Hidden 9-Holes 
Competition 

Winners of the Glasgow Herald 
foursomes were P. E. Keliher and 
W. G. Barney; runners-up, H. St 
G. Ogden and J. Cook 


“Your British Railways” was the 
subject of an address by John 
Elliott, chairman, British Railways 
Executive, at a luncheon mecting 
of the Aldwych Club on Tuesday 
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‘Stop Free Gifts’ Call By 


Traders’ Conference 


HE National Chamber of Trade, at its conference at Harro- 
gate on Tuesday, passed a resolution asking manufacturers to 
trading schemes. 


abandon gift 

George Winstone (Burnley) 
said that the great spate of gift 
trading before the war reached 
such a state that one could get 
almost any article for household 
use or dresswear by buying a 
certain type of tea or cigarette 

\ somewhat similar position 

is arising now, Makers of various 
commodities are offering gifts 
not of their own manufacture for 
the purpose of advertising or 
selling their goods 

“These articles are being given 


Ronald Deighton 


Gerald Wilkes 


away free or sold at a cheaper 
price 

“These offers of cutlery, dish 
cloths, bulbs, woo] and, | might 
even say. a house make it awk- 
ward and difficult for the chap 
who should sell them to carry on 
his business It is growing 
rapidly.” 

The conference passed @ reso- 
lution calling on the Govern- 
ment to withdraw the D scheme 
ot purchase tax and instead free 
merchandise Ow within the 
scheme from purchase tax 

(See Leader, page 196) 


Norman Blackman 


Photographers Form New Company 


Two photographers have 
founded a new company to 
handle creative advertising, indus- 
trial, fashion and commercial 
photography in monochrome and 
colou 

They are Ronald Deighton, late 
managing director, Raven Thane 
Lid. and Gerald Wilkes, chief 
colour photographer of Studio 
Sun Ltd., and will operate under 
the name of Deighton, Wilkes 
and Company 

Both have experience in all 
spheres of photography They 


Coronation Rules 
On Advertisements 


Royal tithes, emblems and photo- 
graphs must not be used for adver- 
trsement purposes m connection 
with the Coronation next year, but 
may be reproduced on articles of a 
permanent kind manufactured 
specially as souvenirs 

That, in essence, will be the posi- 
thon under the temporary relaxation 
of rules which Her Majesty has 
authorised. 

This relaxation does not apply to 
articles of a temporary nature, 
including articles of dress 

Reproductions of royal photo- 
graphs and of the crown, cither 
alone or in conjunction with other 
emblems and the royal cypher, may 
be used in schemes of decoration, 
provided they are not associated in 
any way with the advertisement of 
individuals, firms, or commodities. 
This applies particularly to the dis- 
play of the Royal arms in shop 
window decorations of firms that 
are not Royal warrant holders, 


are to be joined by Norman 
Blackman, formerly manager of 
Studio Sun Ltd., who is to look 
after the business organisation 
The company has its own 
studio at 120 Baker Street, W.1. 
where a complete colour process- 
ing unit has been installed 
Mr. Deighton was with Veale 
Gilchrist Studios Lid. before the 
war. He served in the R.A.F. as 
+ photographer and then rejoined 
Gilchrist Studios as staff photo 
grapher. He left to form his own 
company under the name of 
Raven Thane Ltd. and was 
managing director for four years 
Mr. Wilkes was with the film 
industry until the war, and joined 
the R.A.F. in 1941. On demobil- 
isation he joined Studio Sun Ltd 
spending two years in research 
colour technology, and later be- 
came chief colour photographer 
Mr Blackman joined Sun 
Engraving Ltd. in 1927 and was 
employed in the colour photo- 
gravure department at Watford 
until 1941. After R.A.P. service 
he took up an appointment at 
Studio Sun Lid. and eventually 
became manager 


Death Of A. w. adaaatiies 


Adam W. Adamson. advertise 
ment manager, Glasgow Herald, 
The Bulletin, and Evening Times, 


died yesterday (Wednesday) 
a 63. He had been 47 years 
ith the publishers, George 


Outram & Co., Ltd 


ADVERTISER'S WEEKLY 
Gla i ite 
‘Principle Is 


Precious’ 
—Publishers 


The House of Commons was 
told on Tuesday by the Minister 
of Labour, Sir Walter Monckton, 
that D. C. Thomson Ltd. the 
publishers, did not feel any con- 
ciliation attempt by his Minisiry 
would serve a a F purpose in 
the dispute between them and 
trade union printers in Glasgow, 
from where Thomson's publish 
the Sunday Post 

“We cannot submit. The prin- 
ciple at stake is too precious.” 

This declaration was made by 
the Sunday Post this week. 

The newspaper stated: “All 
over the country minor union 
officials are ordering their em- 
ployers not to handle or have 
anything to do with the products 
of or supplies for the firm 

“It's the jackboot with a ven- 
geance 

“A nine-million-strong organ 
isation is to use all its immense 
power and resources trying to 
crush out of existence a firm with 
its 2,000 workers, And the only 
reason is that the firm refuses to 
bow to orders from the union 
bosses.” 

An appeal to national adver 
lisers not to use the Sunday Post 
has been issued by the National 
Society of Operative Printers and 
Assistants 

Signed by R. W. Briginshaw, 
general secretary, the letter states 
“We ask that you = should, 
without involving any breach of 
contract between yourselves and 
the Sunday Post, refrain from 
placing advertisements with that 
paper while the dispute con- 
tinues.” 


B.LF. STAND 
CHARGE UP 


Exhibitors in the London section 
of the British Industries Fair will 
have to pay 4 per cent more for 
their stands. This increase, how- 
ever, is less than the increase in 
labour costs that has taken place, 
which is 4d. on 4s. per hour 

A Board of Trade official stated 
that the reason why this increase 
has been notified only one week 
before the opening of the Fair s 
because the Board has been 
negotiating in the hope of keeping 
down costs. Contracts contained 
a clause that wage increases 
would be passed on to the 
exhibitors 

The increase does not apply to 
the Birmingham section 

Major fF B. Whitehouse, 
chairman and joint managing 
director of the Chad Valley Co., 
toy manufacturers, protesting at 
the increase, and particularly. at 
the short notice, stated that if 
exhibitors had been informed of 
this early in the month he thought 
there would have been many 
cancellations 
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RTISER’'S WEEKLY 


Levens As A.A. 
‘Ambassador’ 
To New York 


Preaek J. Levens, managing 
director of Joshua B. Powers Lid 
will attend the Imernational Export 
Adveriang ( onvention n New 
York on May 4, as the representa 
tive of the Advertiang Amocation 


AON 


from 

' ge. 
Thomas, pre 
adem of th 
Adve rtising 
A $s sacmion 
to Charles F 


vVertis@og 
A $8 ociavon 
orgamsers of 


Frank Levens 


the Convention 

Mr. Levens will also 
paper publishers, 
agencies and other 
in the United States 
He expects to be 
weeks 


viel news 
advertising 
business firms 
and Canada 
away about five 


* . * 

R. Campbell, of John Laird & 
Sons é has been 
elected p Scottish 
Silk Scr mers A e0ciation 
with A. Barr, secretary and 4. 
Warwick, treasurer 

- * 

Norman §. Goddard has been 
appointed to the board of Foster 
Clark Lid. He has held an execu 
tive post with the company for 18 
being concerned mainly with 
administration and = export 
promotion 


* + * 


Dublin Printers 
Honour J. C. Dann 


To mark his retir 
retaryship of the 
trimers 


years 
sales 


ement from the 
Dublin Mast« 
Asociation, 3. C. Dana, 
managing director of the Evening 
Mail, Dublin, has been presented 
with his portrart by one of Ireland's 
foremost portrait painters, Sean 
O'Sullivan The presentation was 
made on behalf of the Association 
by John J. Corr (Cahill & Co 
Ltd.) who paid tribute to the work 
Mr. Dann had done for the Asso 
ciation during difficult times 

Corr also received a gift-—a 

tea service from members of the 
Association to mark his retirement 
from the chairmanship 


. * . 


Leonard Hill, chairman, Leonard 
Hill Lid, has be elected chair 
man of the Agr ral Group of 
the Society of Industry 
Sir Harold Tempany, 
chairman, was clected h 
He 
of 


* 
R. HH. Langbri 


appointed circulation 
Time and Tide. For 
yeart he has been deputy publicity 
manager of the Daily Express group 
and previously was with Lutterworth 


Periodicals 


be 


NEWS ABOUT PEOPLE 


os | 


A. P. Lloyd, publicity and pro- 
motion manager for Alexzon & 
Delibury has joined Burlacade 
Uackson Bros. (Mantes) Lid.) as 
sales manager His appointment 
coincides with streamlining of pro- 
duction and sales policy. 

* * 


H. C. Carter, who won one of 
the second prizes in the Advertising 
Amocialion $s essay competition, 

» son of F. H. Carter, advertise 

ADVERTISER'S 


* * * 

John Langley tas joined § the 
sdvertising and sales promotion 
department of Ingersoll Lid. at 
Ruislip, os assitant to Frank 
Edwards, manager of the depart- 


ment 


— * a 
T. H. Tiplady 
Retires 


T. H. Tiplady, advertisement 
manager at York of the Yorkshire 
Evening Press and Yorkshire Herald, 
= retiring this week on grounds of 
health. Mr. Tiplady joined the York 
papers in 1913, entered the adver- 
tisement department in 1920 and was 
appointed advertisement manager 
in January 1946. He is being suc- 
ceeded by H. A. Micklethwalt, who 
has been an advertisement repre- 
sentative on the two papers since 
April 1949. Prior to that he was 
with a York advertising agency for 
©) years 

* 7 

Douglas Deighton, of British 
Insulated Callenders Cables Lid., 
has heen appointed advertising man- 
ager of Armstrong Cork Co., Ltd. 
Mr. Deighton, who served in the 
Royal Navy during the war, had 
been in charge of B.LC.C. press 
sdvertising since 1946, 


* 7 * 

Miss M. K. Marray, publicity 
manager of Boxfoldia Ltd., of 
Bournville, Birmingham, has gone 
to the United States to study 
American production methods 

* * 


* 

Daphne Dyer, Canadian born 
radio producer and actress, has 
joined Hector Ress Radio Produc- 
tions She will act as assistant 
producer under production director 
Monty rine nae 
* 


* 

The council of the British 
Federation of Master Printers has 
unanimously approved the follow- 
ing nominations for office to be 
submitted to the annual meetin 
later this month Presidem A 
Russell Baylis (now vice-president); 


Douglas Deighton 


vice -presade nt 


pum 


Kenneth B. Reid, 
managing director, Andrew 
New castle-on- 
treasurer, Sir Gey 
hon. trewsurer, 


Red & Co. Lid 
honorary 
assivant 


arrison, 
Edmund Arnold 


Tyne 


* * 
Mrs. Irene Bancroft, formerly 
with F. ¢€ 
Partners 
Co., Lid., and Young & Rubicam 
Lid., has joined the staff of Wilson 
Advertising Lid. as space buyer and 
in charge of media 
* . * 
George D. Bryson, managing 
director of Young & Rubicam Led., 
London, has just returned from a 
business and pleasure trip to 
US 


- * 

Tom Bentley, a former public 
relations officer and deputy-director 
of the Central Institute of Art and 
Design, has been appointed to take 
charge of the public relations 
department of Nevin D. Hirst 
(Advertising) Lid., of Leeds. He 
has done much lecturing and radio 
script writing in addition to 
journalism. 

* — * 

K. F. Owen is joining the staff 
of Campbell-Johnson & Swarbrick 
Lid. At present he is news editor 
of the Incorporated Press which 
conducts the London news service 
of one of the provincial evening 
newspaper groups 

* 7 * 


Accepted For 
Royal Academy 


John Gardener, 23-year-old 
visualiser with Saward Baker & Co., 
Lid., has had his picture “St 
James's, Clerkenwell! ceepted for 
the Royal Academy exhibition 
This is his first submission, after 
three years of painting. The picture 
took only five hours to paint 

7 *. 

Four members of the staff of 
Alfred Pemberton Lid. are submit- 
ting paintings to the Courier Exhi- 
bition of Fine Art, opening May 12 
company secretary Leonard Shrimp- 
ton, who sold a flower painting at 
last year’s Exhibition, is putting in 
two canvasses; Mrs. Irene Cudding- 
toa, switchboard op who has 
submitted two portraits in oils; 


Pat Bigger and John Ferguson of 
the art department 
- 


* 

R. M. Grosvenor has left the 
Tea Bureau to become assistant 
advertising manager to Albright & 
a Lid., and Midland Sihcones 
t 


Norman Goddard 


May 1, 1952 


Basil Sheldon a_ director of 
Sheidon's. Lid. Serviee Advertising, 
ueen Street, Leeds, and Mrs. 
fariorie Holmes, after their wed- 
ding at St. George's Church, Leeds. 


* * * 


R. H. Carter, director of Race- 
course Press Lid.. and manager, 
Caldera House Lid, publishers of 
the Polish Daily, has resigned from 
the board of both companies but 
he will retain his connections with 
both in the capacity of agent. He 
has joined the board of Hollyfield 
Printers Lid, and has become 
managing director of The Arc Press 
Lid., a new publishing company. 

* * 7 

Alec Davis has resigned the 
editorship of Design magazine to 
become sales and advertising 
manager with E. Fogarty & Co. 
Ltd., pillow and bedding manufac- 
turers of Boston, Lincolnshire. Mr. 
Davis joined the staff of 
Council! Industrial 
December 1947, and has 
Design from its inception in 1949. 

* * _ 

Major R. Claude Woodcock 
has been appointed advertisement 
manager of Television News. Before 
the war he was advertisement man- 
ager of The Queen, and from 1945 
to 1948, advertisement manager of 
The Recorder. 


* * 

W. M. Woodgate, advertising 
manager to G. B. Kalee Lid., for 
the past seven years, has left the 
company because of internal re- 
organisation. Mr. Woodgate, who 
was a founder-member of the In- 
corporated Advertising Managers’ 
Association, has been honorary 
secretary of the Association for the 
past five years. 


* oe * 

William Bemrose—third of three 
Bemroses to be president of the 
Derby and District Masters Printers 
and Allied Trades Association since 
it was formed in 1899-——was pre- 
semed with a silver salver and 
cigarette case at a complimentary 
dinner to him following the 
Association’s S3rd annual meeting. 
He has been succeeded as president 
by Arthur Walker, who is 
director of Bemrose & Sons, Lid. 


More News About People 
On Page 23! 


Tom Bentley 
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A question of salesmanship 


“Sometimes she'll buy the idea right away, sometimes 
she won't’’, says 30 year old John Fuller on the business 
of bathing baby Alison. “Just like some of my cus- 
tomers’’, for John is a salesman with one of the biggest 
soap manufacturers in the country. He has been with 
them since he was demobbed from the Fleet Air Arm 
three years ago. His decision to be a salesman was 
a wise one. Today the Fullers own a beautiful and 
tastefully furnished home at 129, Whitby Road, Eastcote, 
Middlesex. They don’t go out a lot, they're sociable 
folk and like entertaining at home. But now that Spring 


is here they will be getting the Ford Anglia out most 
weekends for a ride in the country. By advertising in the 
Sunday Pictorial, you can tell your product story to 
the Fullers and many other up and coming young 
families. For the Sunday Pictorial, with an average 
weekly net sale of 5,025,354, goes into millions of 
homes all over the country on the best advertising day 
of the week. Moreover, advertising space in the 
Sunday Pictorial is very economical—its square inch 
per thousand rate of .7ld is only 10.9% higher 
than in 1939. 


Sunday Pictorial 
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Pram Plays Music 


Many Novel Lines For 
British Industries Fair 


ESPITE economic conditions and shortages of raw 
materials, manufacturers will be introducing new lines 
and developments of well-established products at this year’s 


British Industries Fair 
Olympia, Earls Court, and at 
Birmingham on Monday 
Sebel Products Lid. will show 
ther new Mobo Minabike and 
the Mobo Sefiior-Plus scooter. A 


new ty of open fire with a 
down draught back flue, with a 
deep ash can which needs to be 
emptied only once a week, is 
being introduced by A. Bell & 
Co. Led. 

A bleach, known as Photine 


Cc.” intended for incorporation 
in soap flakes and household 
detergents will be exhibited by 
Hickson & Welch Lid. and a 
machine claimed to be capable 
of making and fitting aluminium 
caps on vials at the rate of 6,000 
an hour by Fords (Finsbury) Ltd. 

Quiz Electrics Lid. have a new 
Handy Andy warm air towel for 
drying hands and faces 

In the fancy goods section 4 
powder compact that automatic- 
ally cleans the mirror every time 
the oo ct is opened will be 
exhibited by Jarrett, Rainsford & 
Laughton Lid. Another new 
compact in the shape of a minia 
ture piano will be shown by 
Searchlight Products (Engineers). 


Plastic Stickers 


Washable self adhesive plastic 
window stickers for advertising 
will be introduced by Zell-Em 
Ltd. Aladdin Industries Ltd. will 
be showing their new Bigren 
lubricating oi!. Frying pans and 
saucepans fitted with glass lids 
for easy inspection of contents 
will be shown by Almag Engi 
neering Co. Ltd 

Tower Hill Manufacturing Co 
Lid. will display what is 
described as the “World's biggest 
yet most compact, clothes horse.” 

The ten millionth Wishaw 
alarm clock will be shown by 
Smith's English Clocks Ltd. Their 
range will include a new minia 
ture Tompion design. Reming 
ton Rand Lid. will exhibit their 
new Remflex Copier which pro 
duces immediate black and white 
copies which can be made either 
in fascimile or mirror form. Jack 
Barnett Lid will exhibit the 
Kwikserv revolving show stand 
which displays six standard S tb 
jars. The stand occupies a circu 
lar space of twelve inches 
Several new developments are 


STANDS FIRST 


AND FOREMOST IN TOWN 


AmO® COUNTRY 


which 


opens simultaneously at 


to be featured in the printin 
machinery section. A new proof- 
ing press for colour work will be 
exhibited by Sydney R. Littlejohn 
& Co. Ltd. Pictorial Machinery 
(Chemicals) Lid. will have an 
improvement on the Lithotex 
Bi-Metal process on view.in the 
meg ee my aa department 
New designs in type faces will 
be displayed by Stephenson, 
Blake Co. Ltd. These will 
include new bold Script, Mercury 
Light and Keyboard. 

Chad Valley Co. Lid. will 
show a range of Lawson Wood 
character monkeys in rubber, 
together with a clockwork mode! 
of the new Fordson tractor 

A Wanda-Walky baby carriage 
weighing 8 Ib. which folds flat 
for travelling in buses and trains 
will be shown by Wanda-Walky 
Products (England) Ltd. The 
pram plays music, has a sun 
canopy and can be fitted with 
runners for snowy weather. 


Taste Panel Check 
On Biscuits 


Some form of market research is 
carried out by most cake and 
biscuit companies in America exher 
by consumer preference test, door 


to-door canvassing, or by tasting 
panels, Samples of competitors’ 
products are regularly esamined, 
dissected and analysed as regards 
both the biscuits and packagin 
materials. These facts are disclo: 

in a productivity team report on 


the industry which shows also that 
posters are much less widely used 


than in Great Britain, but when 
used, are more claborate, complete 
with flood-lighting. white and 


coloured, still and flickering 


Posters Please 
Japanese 


An exhibition of $5 British posters 
by leading artists has been visiting 
Japanese towns. 

Selection of the posters was made 
by W. P, Jaspert (former assistant 
editor of Graphis), London, and the 
exhibuion sponsored by the Pres 
Arto Kai (commercial designers 
association) of Osaka, and = the 
Mainichi Press, newspaper printers 
and publishers. Press reviews and 


reports on the exhibition were very 
enthusiastic, 
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At the luncheon given by the Council of the Publicity Club of London to 


Leon and Mrs 
right): W. H. Gollings 
F. Murray Milne (chairman), Mrs 
wick. 


On Stationery 


Copies of the memorandum that 
was submitted to the Chancellor of 
the Exchequer by the Purchase Tax 
Joint Standing Committee of the 
Paper, Printing, and Stationery 
Trades are now being sent to indi- 
vidual member-firms to assist them 
in urging their M.Ps to press for 
early removal of purchase tax from 
commercial and educational 
Staboncry. 

The memorandum gives exam; 
of the way in which the tax falls 
almost entirely on essentials; gives 
a low net yield compared with its 
gross yield; is inflationary in effect; 
is wasteful of manpower: is a direct 
tax on production; and creates a 
heavy burden on administration. 

An inset provides cxamples of 
anomalies, such as the case of a 
printed letter chargeable with tax 
because of the omission of the 
words “Dear Sir.” 

Although the Treasury had in- 
formed the Joint Standing Commit- 
tee that the Chancellor would give 
careful consideration to the pormts 
made in the memorandum, the 
Budget contained no proposal for 
dealing with them. 


In the foreground: W. J, Seymour, Edward Preston. 
page 224.) 


Goodman to mark the occasion of their marriage (left to 
Andrew Milne, Mrs. Murray Milne, Leon Goodman. 
Goodman, J. H. Brebner, John Ross- 

Mainly 


(See 


_ FILM POSTERS 
CRITICISED 


In the annual report of the 
Public Morality Council (of which 
the Bishop of London is president 
and chairman) a sub-committee is 
critical of some film advertising. 

This sub-committee states: “In 
general the complaint has been that 
while the film advertised has not 
been objectionable the poster or ad- 
vertisement has been coarse and 
suggestive, in many cases totally 
misrepresenting the nature of the 
film, and doing much harm to the 
real interests the cinema.” 


Full Use Of Go 
Research Service 


Very full use was being made of 
the export market research facilities 
offered by the Commercial Relations 
and Exports Department the 
Board of Trade, said the President 
of the Board of Trade, Mr. Peter 
Seeman, in Parliament last 
wee 


Within the limits which could be 
covered by an organisation so widely 
stretched, it provided very useful 
service. 


NEW RULES FOR B.D.A, FELLOWSHIP 


Examples of orignal work and 
an essay on a display subject must 
henceforth be submitied by appli- 
cants for Fellowships of the British 
Display Association 
Proclaiming that “the award of 
Fellowships of the Association is 
the highest distinction available in 
this field.” the national council of 
the B.D.A. have decided that, ac- 
companying formal application, the 
candidate must supply: a statement 


as to business experience and other 
qualifications; a dossier, inchudin 
photographs and or sketches, of 


original work ; and an essay, not less 
than 1.500 words and not more than 
2.500 words in length 

This must be on one of the sub- 
jects: How display can improve its 
status; the task of display during a 
trade recession; planning a di y 
department; or what can we learn 
from overseas display” 

Applications for 1952 awards, 
with supporting material, must be 


submitted not later than June 2. 
Names of successful candidates will 
be announced not later than 
October 1. 


Display Example 
Expected 


Much is expected of photo- 
graphers in the way of window dis- 
play, Edward Stuart, publicity man- 
ager, Lewis's, Liverpool, and 
vice-chairman, north-west branch, 
British Display Association, told 
members of the Institute of British 
Photographers at their national 
congress. 

Tricks of lighting, illusion with 
mirrors and gauges, and even sound 
as well as animation, should all 
come within their scope, he said. 
Window display was the cheapest 
form of advertising, space being 
paid for in terms of rent. 


TEMPLE BAR 2468 
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HOW WIDE GAN GOVERAGE GET? 


In the realm of big circulations Ration Books and Birth Certificates 
take the lead with 100°, National coverage—a Birth Certificate is com- 
pulsory—a Ration Book a necessity. But, consider the RADIO TIMES 
—nearly 8,000,000 families, of their own free will, buy it each week. 
This means the RADIO TIMES reaches 60% of the families of Great 
Britain, providing an advertising medium giving the widest National 
coverage. So large is the RADIO TIMES circulation, so stable and 
so truly representative of all standards of British home life that... 


a Single insertion in the 


RADIO TIMES 


Average weekly net sole for 1951 (A.B.C.) 7,880,718 


is a National Campaign for nine days plus... 


Advertisement Dept., B.B.C. Publications, Broadcasting House, Portland Place, London, W.1. 
wll @ 
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Don’t Be Penny Wise! 


T= RE are, very occasionally, circumstances in which it is 


expedient to suspend advertising. For example, if it is dis- 

covered that advertising is creating a demand that cannot 
be met because distribution is defective, the right course may be 
to stop advertising until the defect is remedied. What is hardly 
ever sound policy is to suspend advertising because of a hardening 
market 

Such a case was reported last week. Without knowing all the 
factors involved, one cannot pass a considered judgment, but 
on the face of it the decision is very, very questionable. 

A hardening market for a product means, not that it has 
become impossible to sell, but that people are choosing to spend 
their limited resources on other products. The job of advertising 
is to convince potential customers that your product is the best 
buy: for instance, that it is better to purchase a new suit of 
clothes than to take an expensive holiday—or the converse, if 
your business is to sell holidays. This is competitive advertising 
a battle in which the fighter wins and the timorous go to the wall. 

Neither is it the path of wisdom to stop advertising because 
demand for your product exceeds supply and cannot be met. 
Brand names are soon forgotten, and, once forgotten, it costs a 
mint of money to recall them. This is when “reminder” adver- 
tising maintains goodwill and ensures sales when the product is 
again in free supply. 

Ninety-nine times out of a hundred, to suspend advertising is 
to be penny wise and pound foolish. 


Detrimental To Advertising 


HERE will be widespread endorsement of Lord Hollenden’s 
condemnation of gift offers when these involve the giving 
away of products of industries other than that of the giver. 

This practice may, at least temporarily, boost sales of the 
donor's product. Whether its results are lasting, and whether, 
taking into account the antagonism of retailers, and consequent 
loss of goodwill, it is good salesmanship, is open to grave doubt. 
Without doubt at all, it is detrimental to the advertising business. 

Not only does it siphon off money that might otherwise be 
spent with advertising media, but it plays right into the hands of 
critics who argue that manufacturers should reduce sales pro- 
motion costs and cut their prices. Fallacious though this argu- 
ment may be, it is dangerous. Straight advertising that persuades 
to purchase on the merits of a product can be justified. Bribery 
of custom is much less casy to defend 
> Change of subscriber's address: Please inform the » publishers three 
clear weeks in advance of the issue for which change of address is to 
take effect, and include present address in full as well as new address. 
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To-morrow’s Topics 


Advertise to beat 
a slump 


Huser T P. LORD, young 
chairman of Combined 
East Lancashire Mills, has a 
message for all industrialists 
who run into difficult times. 

This is his policy for full em- 
ployment in his mills: Rigid 
economy, maximum efficiency, a 
period of no profit to an 
intense sales drive. 

The hard-selling attitude is to 
be commended to those few con- 
cerns which have recently indi- 
cated their intention of cutting 
publicity. It is the only approach 
to beat a temporary slump. 

Mr. Lord has done some good 
public relations work for adver- 
tising, in addition to performing 
a service for industry. But adver- 
tising can only play its full part 
in the restoration of national 
economic well-being if industry 
provides the opportunity. 


Important changes in the con- 
stitution are to be considered at 
an extraordinary general meeting 
of 1.S.B.A. to follow the annual 
meeting probably to be held dur- 
ing the week beginning June 16. 


Membership of the Society is 
highest ever at 444 “LS.B.A. 
News Sheet” says: “1.S.B.A. will 


be called upon to play an even 
more prominent part in safe- 
guarding the interests of adver- 
tisers. With that end in view, 
the Executive Committee has, for 
some time past, had under con- 


sideration certain important 
changes.” What the changes are 
is being kept secret. Alan Whit- 


worth, the director, says it is too 
early to reveal anything 


Glossary of wool 


terms promised 


TECHNICAL committee of 

the British Standards Insti- 
tution will meet in Bradford next 
Wednesday to consider a draft 
glossary of terms and definitions 
for use in the description of 
woven piece goods containing 
not less than 15 per cent of wool. 
Terms to be defined include 
“wool,” “all-wool,” “pure wool,” 
“wool dominant.” “wool mix- 
ture.” “woollen” and “worsted.” 
A clear statement on the types 
of goods to which these various 
descriptions may properly be 


applied will be of great assistance 
to manufacturers and advertisers. 
Meanwhile traders are still 
falling into trouble over their 
descriptions of clothing and 
other textiles. 
Retail Trading-Stan- 
dards Association is to take pro- 
ceedings under the Merchandise 
Marks Act against three London 
traders. Summonses have been 
issued in one case alleging mis- 
use of the terms “pure wool,” 
“pure silk” and “brand new” in 
various advertisements. 
Summonses to be issued in the 
near future against the other two 
London traders will allege misuse 
of the term “woo!” in connection 
with rainwear and blankets. 


_— _ oe 


Distribution of magazines and 
periodicals is to be investigated 
under a new Bill dealing with 
restrictive practices which will 
probably be introduced in the 
Irish Parliament later in the year. 


wee 


‘Save paper’ drive 
may change 


MPHASIS of the “save 
paper” campaign may be 
changed. 

Reason: The demand for lower 
grades of waste paper has 
slackened as a result of gener- 
ally less active conditions in the 
paper trade There is little 
demand for new paper, mainly 
because buyers—most of them 
holding big stocks—are waiting 
for prices to fall. 

Tentative suggestions that the 
publicity campaign might be 
dropped have been rejected. 

Sensible official attitude is that 
waste paper will be in full 
demand if trade picks up later in 
the year, when the full effect of 


restrictions on paper and board 
imports wil] be felt. 
—_— = =_— 


Print order for the Treasury's 
fourpenny pamphlet, “Where We 
Stand This Year,” is 90,000. In 
1948 the sale for the illustrated 
explanation of our economic 
position was 400,000; in 1949, 
160,000; in 1950 only 70,000. 
Without foundation is a sugges- 
tion that this indicates a decline 
in the popularity of pictorial pre- 
sentation of serious reports. The 
truth is simple: People are fed up 
with explanations of “the crisis. 


ROUND TABLE 


Fashion's first 
and final word 


has the cream of 
Fashion readership 
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ADVERTISEMENT PRODUCTION AND PRESENTATION 


Shareholder Is Prospect, Too 


H AVING written something 
a fortnight ago about 
advertisements containing the 
reports of company meetings 
1 seem to have acquired the 
strange habit of reading them 
it won't be as difficult to give 
up as the nicotine habit, for 
most of them are monstrously 
boring, and many chairmen 
seem more concerned with con 
cealing their cards than laying 
them on the table 

One remarkable feature of a 
number of these advertisements 
i) that the chairman nowhere 
mentions what the company 
makes of does to carn its living 
it has extended its factory, the 
manager has retired after forty 
faithful years of service, faw 
materials have gone up in price 
the profits tax is ruining the bus: 
ness and making it impossible to 
build up reserves against depre 
ciation of machinery the 
directors have inercased their 
salaries by 20 per cent and de 
cided not to retire until they 


have drawn the old age pension 
for at least ten consecutive years; 
and they propose a dividend of 
74 per cent against 6 per cent in 
1951. But where does u all come 
from? The chairman blithely 
assumes that all the world knows 
how Joe Bloggs & Co. (1935) 
Lid., occupy their time, and be 
cause he has learned from the 
Beaverbrook press that public 
relations are bunkum, he em- 
ploys nobody who will tell him 
the facts of life 

That this is sheer folly is 
rapidly becoming recognised 
Apart from pandering to the 
chairman's vanity, the publica 
tion of his report has three 
possible advantages. It can keep 
shareholders happy and con 
tented so that they are less in 
clined to dump their shares on 
the market. It can give con 
fidence to prospective share 
holders and their advisers, which 
again helps to keep up the com 
pany’s market value. And where 
the company's products or ser 
vices are for sale to the public, 
“can help to turn every share- 


The Voice of Kent. 


MEAD OFFICE - - MAIDSTONE 


80 FLEET STREET 


Proprietor: HR. Pratt Boorman 


holder into a salesman for the 
company and a promoter of its 
goodwill 

My mother has had shares 
in the Home and Colonial 
Stores for about 25 years; but 
I discovered recently that she has 
never set foot in one of their 
shops, akthough for about ten 
years she passed one of them 
every week on the way to her 
grocer. She hasn't done so be- 
cause the Home and Colonial 
Stores have apparently never 
asked her to-—have never pointed 
out that if all the shareholders 
were customers they would be 
strengthening their company and 
helping it to give them dividends. 

She has also had shares in 
Morris Motors, for 20 years, and 


Review of 
Advertising 
by 
COPYTASTER 


you might imagine that she 
would have received now and 
again, a friendly form-letter from 
her local Morns agent enclosing 
the firm's latest catalogue and 
suggesting that as a sharcholder 
she might be interested in having 
a demonstration run in one of 
her company’s magnificent 
motors, but you would be 
imagining a vain thing 

The big tailoring firms must 
have tens of thousands of men 
on their shareholders’ registers, 
and it would be well worth their 
while to do a direct mail cam- 
paign to turo them not merely 
into = Satisfied customers but 
missionaries 

In the United States. of course, 
all this has been going on for 
years among enlightened com- 
panies. If you go to the annual 
general meeting of a British com- 
pany you are apt to find yourself 
the only shareholder present. 
The chairman stares, raises his 
eyebrows and cither makes a 
sotte voce and probably deroga- 
tory comment to the secretary. 
or takes it for granted you are 
the press. But in America you 
are cordially invited to the 
factory—which you find § de- 
corated and en fete to honour 
you—and all sorts of steps are 
taken to bring your goodwill for 
the company and its products up 
to concert pitch 

The other day | read of one 
British firm—Evans Medical Sup- 
plies——that was about to conduct 
its annual meeting on these lines, 
with a luncheon for shareholders 
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and a conducted tour of the 
factory after the meeting. That's 
splendid. Who will be next? 

Reverting for a moment to my 
new habit of reading company 
reports, | commend to you the 
reports in The Times of April 21 
of The Decca Record Company 
and the Union Commercial In- 
vestment Co., which seems to be 
an investment trust. Their chair- 
men both strongly attacked the 
Excess Profits Levy and other 
taxes, and the speeches. are 
models of irony and invective 
Particularly pleasing were the 
comments of the chairman of 
Union Commercial The mythi- 
cal rich can be soaked dead or 
alive. Soaking the rich dead ts 
called Estate Duty, and | must 
confess that the precise moral 
distinction between Estate Duty 
and the robbing of graves has 
always cluded me; but thay is 
of no particular importance, as 
the more rabid robbers of graves 
have been telling their fellow 
ghouls that their industry will 
shortly close down through lack 
of suitable raw material.” That 
is glorious fun, but even funnier, 
to my mind, is the fact that after 
all its trials and tribulations the 
firm can still pay 8 per cent:— . 
“We are paying you 8 per cent, 
which is about twice what you 
could get from the government. 
The reason is simple enough: it ts 
that your directors have made 
only half as many mistakes.” 

* * * 


GOODNESS KNOWS THERE'S 
nothing subtle about this Kelton 
Watch advertisement, and once 
again I deplore the use of spidery 
script for the advertiser's name, 
but particularly in the gift 
season you won't find many 
more effective headlines for a 
product of this particular kind. 

The price of watches is not 
common knowledge; the days 
when you could get an Ingersoll 
for a dollar are dead and gone, 
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How little 
can a good» 
watch cost? 
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You wont find many more 
eflective headlines for a product 
of this kind.” 
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There's CONFIDENCE 
in The Sphere! 


WHEREVER INFLUENTIAL people meet—men 
and women alike—you will find THE SPHERE. 
In well-to-do homes in Britain and in many 
parts of the world. In Board rooms and in 
the libraries of the Societies. In hotels and 
clubs; messes and wardrooms: aboard 
ships sailing the seven seas and aloft with 
the world’s air lines. THE SPHERE is indis- 
pensable, not only for its graphic reporting 
of home news and world affairs, for the 
History recorded in its pages, but because 
THE SPHERE, unlike any other illustrated 
newspaper, keeps readers in touch, week 


hes 


by week, with industrial and commercial 
development at home and in the Common- 
wealth. For over half a century THE SPHERE 
has followed this editorial policy; today it 
is respected, trusted and enjoys the 
complete confidence of its readers. 

Advertising in this great publication, 
alongside editorial so well regarded, is of 
inestimable prestige and institutional 
significance. THE SPHERE has shown on 
innumerable occasions that it can sell 
good merchandise in Britain and secure 
enquiries for it from all parts of the world. 


FRANK DUNN, ADVERTISEMENT MANAGER, INGRAM HOUSE, 195 STRAND, LONDON, W.C.3 
(TEMPLE BAR 5444), MANCHESTER: 55. MARKET STREET (MANCHESTER, BLACKFRIARS 4109) 
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SHE Creative 


Sales Promotion 


The Astral Arts Group of Associate 
Companies offer a complete service 


for the design and production 
of modern Sales Promotion material. 


SE Astral 


Arts Group Utd 


Centralised planning, visualising and copy writing 
together with over 50 leading designers 

and artists are at your service for creating 

selling publicity. A complete blockmaking, 

paper and print service ensures 

co-ordination between design and production. 


MERCURY DISPLAYS LTD 

Design and construction for Display and Exhibition. 
Dealer servicing and storage 

ATLAS PHOTOGRAPHY LTD 

Monochrome and Colour photography. 

Quality printing and giant enlargements. 

ANVIL PRESS LTD 


Editorial and Publishing for Technical 
and Prestige Brochures. 


If our Organisation can assist you, 
please contact Group Director, W. Warner 


ASTRAL ARTS GROUP LTD 
245 VAUXHALL BRIDGE ROAD, LONDON SW! 
VICTORIA $303 (6 LINES) 


j at 12s., 
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Review of Advertising —Continued 


und I should say that this head- 
lime poses a question, whose 
answer a great many people 
would be glad to know. So the 
copy was probably read by a 
highly satisfactory number of 
readers. But there's more to it 
than that. Even the people who 
don't read the copy are going to 
draw the obvious conclusion that 
Kelton watches, besides being 
good, are a great deal cheaper 
than most people would expect. 
So, whether he reads the copy or 
merely glances at the headline 
and succeeds in deciphering the 
name block, every man jack who 
sees this advertisement at all is 
going to get the gist of it, and 
that is pretty good advertising 
Now look at the Phul-Nana 
powder advertisement and ask 
yourself whether this same for- 
mula is a universal success for 
any type of product. Probably 
you will say at once that the 
price of face-powder is no 
mystery to any woman: it is any 
price she feels like paying and 
the sky is the limit. So this ss 
not by any means a question of 
such interest that every woman 
is panting to know the answer 
She probably knows already, in 
her heart of hearts, that she pays 
too much, and she prefers to go 


Whai the headline needs is an 
adjective-—-and a magic adjective 
if possible!” 


on doing so because she gets a 
lift out of the extravagance. 

What the headline needs, per- 
haps, is an adjective—and a 
magic adjective if possible! 
Looking into the copy we find 
the words “silk-sifted™ and per- 
haps this is #t. “Women! How 
much should you pay for silk- 
sifted face powder?” Isn't this 
better? I think it is. And I be- 
lieve that with thought it could 
be made much better still. 


NORTHCLIFFE’S PRIDE WAS 
CHALLENGED BY ‘THE TIMES’ 


ORTHCLIFFE dominates the 

fourth volume of the History 
of The Times.* He had taken over 
control of the paper in 1908, but 
not until 1912 (when this volume 
opens) did he begin to take an 
active interest in the “barnacle- 
covered whale.” The story of how 
he re-vitalised the paper is one of 
the most fascinating in newspaper 
history. 

Sale of the 34. paper had been 
steady at about 41,000 for some 
time, and everyone at Printing 
House Square had accepted the fact 
that this was a heavy coverage of 
the public that the paper aimed at. 
At this level, however. the “prefer- 
ence shares are hawked in the lobby 
and our ordinary shares 
have only been saved from scandal 
by the purchasers of John Walter 
and myself” (Northcliffe) 

Northeliffe felt that to succeed 
with The Times was a challenge to 
his pride and would be an answer 
to those in Fleet Street who 
said that he was out his 
clement. 

His first step was to appoint a 
circulation manager accustomed to 
selling a 3d. paper, and to give him 
a free hand. When sales had in- 
creased by only a few hundred after 


| six months,. Northcliffe realised 


that the solution must be along 
radical lines. So when sales dropped 
again—to below the figure at which 
the circulation manager took over 
—the price was reduced to 2d. 
Despite wide advertising, the net 
gain, after a spectacular rise, was 
negligible. A gain of 6,000 copies 
at reduced rate “was no financial 
gain, far from it.” Certainly it was 
“of no interest to advertisers.” 
From this point onward, North- 


| cliffe directed a stream of invective 


by note, letter, telegram and 

at the editorial department. opu- 
larity through topicality was his 
aim; to pursue mere “popularity,” 


he considered, was to court failure. 
At the same time he demanded 
pruning of all items of no interest 
to the “distinguished Nuts and 
Flappers we are trying to pursue.” 

Meanwhile, Northcliffe was 
threatening further to reduce the 
price of the paper and a change 
from its histone format. His staff 
took these threats lightly. A penny 
pictorial, they argued, would only 
embarrass the “Chief's” other 
properties at Carmelite House. At 
the same time Northcliffe decided 
that the paper, from the price point 
of view, was out of relation with 
the general newspaper trade situa- 
tion in London. The Times was mn 
competition with the Daily Telegraph 
and the Morning Post, both selling 
at Id. The handicap of the extra 
penny made a low circulation in- 
evitable for The Times, and while 
circulation lagged, it was ridiculous 
to hope to get for the 2d. paper any 
of the small advertisements from 
the two competing papers. To sur- 
vive, The Times must be reduced to 
the price level of the papers with 
which it was competing for adver- 
tisements. Reduction of price pre- 
ceded by subtle lightening of 
editorial content was decided, there- 
fore, and sprung on competitors. 

At the same time Northcliffe 
feared that the competitors would 
retaliate with advertisement rate 
cuts, “unless,” he wrote, “we strike 
at them and place them and their 
amour propre on the defensive 
before the whole advertising world, 
that world on which The Times 

s. 

The risk Northcliffe took in tak- 
ing over The Times was the greatest 
he ever undertook. History has 
shown how his genius made the 
project successful. 


*History of The Times ” Voheme Iv. 
The 150th Anniversary and Bevond. Two 
parts, 258. cach 
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HARVEY NICHOLS 


Pereey Nahe @ Go Lad, Rnaghehontge, London, $184 Mie bee 


By courtesy of manvey NecwOots A Co, UTE 


...- they keep on using it 


By courtesy of 1xNES, HENDERSON A 
and |. WALTER THOMPSON co. LTD 


- - - because it selis! 


There could be no more striking testimony to the 


sales-produc ing potential of The TATLER than 


the fact that so many successful firms, guided by the 
the light ales iso 

ry) WHITBREAD 

owe... 


K vurtesy of WHITBREAD & CO. LTD., 
vb. 


They use The TATLER today for the same compelling aml A.M, HOLDEN & CO, LT 


foremost media experts of the time, have used 


it consistently * through years of expansion and progress. 


reason as in the past — because it sells ! 


+ Harvey Nichols since 1920 
Braemar since 1930 
Whitbread since 1933 


W. T. CARPENTER, ADVERTISEMENT MANAGER, INGRAM HOUSE, 19§ STRAND, LONDON, W.C.2 


TEMPLE BAR 4444 
Manchester Office: 55 Market Street. Telephone Manchester, Vlackfriar 
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Colour Would Transform This Ad. From 
A Documentary Into Pantomime 


By A. T. D. GEORGE, 
Copy Chief, Robert Freeman Co. Ltd. 


There are “black-and-white” ideas and “colour” ideas for advertising campaigns. 
use colour with one of the former, thinks our contributor, ee ee 


at proof stage; but when the advertisement 


ee eee ee oS 


appears 
it fades into the back row of the chorus. Colour is most effective, he maintains, if it 
is ap integral part of the copy theme. 


* the simple and uncomph 
cated days when colour 
advertising began, every one 
else in the magazine had his 
advertisement in black and 
white but you enjoyed the ex 
clusiveness of airing your wares 
in vivid colours on the back 
cover 

There was no real problem then 


4 black-and-white idea that 
would be quite spoilt by the 
introduction of colour 


to decide whether or not of how 
to use colour. It was merely a 
question of whether you were 
prepared to pay the extra price 
Of course if was an advantage to 
be in colour, You more or less 
had no rivals. And it Was very 
possible that your advertisement 
would find its way into an ass 
duously kept scrap-book that was 
scrupulously cared for and re- 
vived with unstaled interest every 
wet Sunday afternoon 

To-day colour advertising as 
such has lost its exclusiveness 
Events have almost completed 
their full cycle: There are some 
magazines where the oniy adver 
tisements that stand out from 
their fellows are those original 
enough to be in black and white 

If one were to develop this 
thought to its logical conclusion 
there would be no case for colour 
advertising, which of course is 
ridiculous. But, nevertheless, the 
growing use of colour has made 
many advertisers wonder if the 
additional cost js in effect always 
justified. As usual when the ac 
cepted is challenged, some pro 
gressive result is achieved. More 
advertisers are taking a new look 
at colour advertising in an 
attempt to gain something far 
more intrinsic than a “Penny 
Plain” design made “Twopence 
Coloured” for the sake of decora 
tion 

Then how is one to decide 
whether to use colour or not? 

One of the most important pre 
liminaries is to visualise the 
advertisement, not as it 
appears in tts “awaiting chent's 
O.K.” form, mounted and framed 
in grey paper, but in the publica 
tion for which jt is intended 
(This, of course, applies to all 
advertisements It could be 
healthily realistic if more agencies 
submitted their campaign ideas 
pasted up in newspapers and 
magazines.) Will the advertise- 


colour 


ment achieve any individuality or 
impact in its ultemate context, 
cheek by jow!l with another ad- 
vertiser? 

A fair answer must obviously 
revolve around the nature of the 
advertisement idea Do we 
realise often enough that there 
are “black and white ideas” and 
colour ideas”? Colour can often 
be added to the former with 
pleasing results, providing adver- 
tisements which look wonderful 
hanging in the agency foyer or 
clipped in the front of the sales- 
man's portfolio. But in the work- 
a-day world of written and 
visualised selling they fade into 
the back row of the chorus. 


Would Colour 


Add Anything? 


Take, for example, the highly 
visible Rowntree cocoa advertise- 
ment, “Problem Child to 
Champion,” with its big squared- 
up half-tones, its long, newsy, 
‘true-life” captions and over-all 
editorial realism. Would it add 
anything to reproduce this adver- 
tusement in colour? Colour might 
well have the adverse cflect. Here 
is an advertisement which in 
words, pictures and typography 
endeavours to do a picce of real 
life reporting in a manner to 
which readers have come un- 
consciously to accept as the way 
a true tale is told. Pur it into 
the fancy dress of colour and, 
while this may achieve the quality 
of momentary attention value, 
the message may wel! step out of 
the documentary into pantomume, 

We can make more of colour 
na variety of ways. We can seek 
pure domination in the tradition 
of the poster by restraint in ele- 
ments and number of colours: A 
few words in 36 pt. Grot in yellow 
on a black background would be 
difficult to ignore. We can use 
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The skirt is black-and-white; 

colour is very effectively used to 

show materials available in 
actual colours 


our colour sparingly, concentrat- 
ing it in one essential part of the 
design; too many advertisers feel 
they are not getting full value 
for their money unless they pro- 
duce a riot of colour which gives 
the general impression of a seed- 
man’s catalogue printed badly out 
of register. 

Colour takes on a new effec- 
tiveness when it is used to pro- 
mote the actual product or 
expand the sales message in a 
way that colour and colour only 
can do. 

In establishing product recog- 
nition, colour not only impresses 
its message to-night, but im- 
presses it in such a way that this 
message is reborn to-morrow at 
the point of sale. 

The Gor-Ray campaign now 
appearing in the women’s maga- 
zines is a very fine example of 
the use of colour in product 
recognition. The style of the 
skirt is shown in black and 
white; the background consists 
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A new typebook 
from 


COWELLS 


A BOOK OF TYPEFACES is intended to be 
complementary to A HANDBOOK OF PRINT- 
ING TYPES. It is both an easy reference book 
for the experienced typographer and an illustrated 
typebook, which should serve as something of a 
guide to the less experienced print user. 

It is printed on Ivorex boards and has a thumb 
index as well as an identification chart. Spirax 
bound and cloth cased the price is 25/- net. 


Obtainable from all booksellers 


PURLISHED ON | MAY BY 
one ee > ay W. 8. COWELL LTD, BUTTER MARKET, IPSWICH 


OF ADVERTISING 


46 BROADMEAD BRISTOL | - TELEPHONE 26817-20460 


REALLY ro | 


for Advertising 
and Display 
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A New, Quick SERVICE 


Two eeecetials to every weer of Maultiiuh of¢ Rotaprint Machine 


are (1) Raped reliable service and (2) 
ot business epee ehh 
bull wD customer satisfaction 


features 


below — Terminus 26%) 
ehlentena 


where you wll fmoerhwe 


conuxnent teh quality Both ere 
The Swand Lithograph Co have 
You afe imvited to comtact the eddrew 
ourteuus and immediate 


“ALLAN” SERVICE 


Macy comerm fied 


he Strand 


omprehensive service invaluable 


Simply supply the basic Gate then the Company handles the job from 
wea to finished plate ready for your machine 


THE STRAND LITHOGRAPHIC CO. LTD. 


157 PARRINGOON AD., LONDON, EC. 


Tetephone Terminus 1691 (4 lines) 
“Kathbone 147 


R. P. GOSSOP 
Artists Agents 


CARTER LANE 
ST. PAUL’S 


36 


CENTRAL 6950 


DISPLAYS 
EXHIBITION STANDS 


MERCURY 


DISPLAYS LTD. 


245 vaenaess SaioGce pds 


vicToRia w. Te. VC OFi2-3 


EXHIBITION 
STANDS 


REGINA STURIOS SIGNS & DISPLAYS LTD 
S01'OR ROAD MAR WHI & 


or 


stavicet 


$.6@ CARLISLE 
TELEPHONE 


STREET. wi 
Gen 8225/6 


QrY S7 , 
.> B 


ADVERTISING COSTS 
REDUCED 

TRANSFER BLOCKING FOILS 

PROTECTIVE GLAZING FILM 

WATER SLIDE TRANSFER FILM. 

DISPLAY BOARDS ACETATES. 


WALTER BIRD 


for 
STOCK ADVERTISING 
HEADS 
"Phone FRO 10/8, 1019 


raphic Illustration Ltd 
ee 


METAL STRUTS, PINS & RINGS. 
GUILLOTINES BEVELLERS 
ELECTRIC FINISHING PRESSES 
BLOCKING TYPES & DIES 

HAND ENGRAVED BLOCKS 
MASSEELEY SWOWCARD MACHINES 
/ 


Guaranteed and rebui't by 


HILL BROTHERS (SERVICE) LTD. 


Acton Works, Beaconsfield Road 


Acton Green, London, W4 
Telephone Chiswick 2235 


| OUR PRICES WILL SAVE YOU POUNDS 


“SUK SCREEN PRINTING 
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Colour Would Turn Ad. Inte Pantomime—Continued 


ot facsimiles of patterns m 
colour, illustrating the variety of 
materials available 


Porridge In 
Technicolor 


Heinz have made themscives 
world famous with their colour 
advertising, not by promoting the 
product the customer actually 
sees, but Dy promoting an atmos 
phere of colourful goodness that 
lies behind the label. The skill 
lay in deciding to do the obvious 
and make the most of colour 
But just following this pattern 
for other food products does not 
automatically get the same 
results. Try it on an advertise- 
ment for porridge, for example 
Even the best colour artwork and 
reproduction does littl more 
than conjure up a picture of 
badly mixed distemper 

There are many products 
which are not colourful in them- 
selves and which do not have a 
pack. Advertising these presents 


a great opportunity for a more 
imaginative use of colour. In- 
stead of being introduced merely 
as a bright background, it can be 
made an integra! part of the sell- 
ing idea. A crude example would 
be a colour advertisement for a 
deodorant showing a man with 
red cars and a heading “What 
Are They Saying About Him.” 
Colour would give force to the 
message rather than act as a 
bright decor. An actual instance 
of what is really a “colour idea” 
is, of course, the famous Persil 
campaign with its deep etched 
“whiteness” an implicite part of 
copy and illustration 


Wanted: More 
‘Colour’ Ideas 


We have excellent oppor- 
tunities in this country for using 
colour. But not until more ideas 
are developed along these lines 
shall we be able to make a fair 
assessment of the relative value 
of colour advertising 


Show Your Clients Prints Of Colour 
Photographs, Not Transparencies 


Says H. F. 


VHERE is nothing really 
spectacular in turning out 
good transparencies It 1s 
done as a routine job every 
day by good colour photo- 
graphers. It ts in the nature 
of transparencies, which are 
examined with light shining 
through, that they have a 
range of tone and brilliance 
which can never be produced 
on the printed page. To the 
client such transparencies are 
misleading and many a good 
advertising which 
ventured into colour turned 
back to black and white in 
bitter disappointment 
For hundreds of 
engravers have turn 
lent colour reproduc 
artists’ paintings and 
Here the gentle art of 
ing of 


account 


ears process 
d out excel 
tions from 
drawings 
fine etch- 
deep ciching can be 
applied The microscopic detail 
of a colour srency does 
not lend itself to such treatment 
When it is considered that all 
blockmakers are working against 
time, that only the craftsman 
with the very skill can 
be entrusted with the afterwork 
t is almost miraculous what good 
work is being turned out 


Make A 

Carbo Print 

If the photographer who takes 
the colour transparency or the 
colour separation set, and makes 


good print-—-pre 
ferably a Carbro made under the 


highest 


sou 


PULITZER 


strictest scientific control—he 
can give the blockmaker a “flat 
copy” as the original and all the 
hazards of making a set of 
colour blocks are removed 

What are the advantages of the 
colour print? 

Cost; The difference between 
the price of a set of colour 
blocks made from “flat copy” 
and with the higher cost of 
blocks made from transparencies 
almost pays for the colour print 

Time: Delivery on colour 
blocks mads from “flat copy” 
can be expected in a few days. 
It generally takes weeks to make 
blocks from transparencies. 

Safety; The element of doubt 
and hazard is removed from the 
chent’s mind if he can be shown 
a final layout with the colour 
print incorporated 

Accuracy: The pigments used 
in the colour print are very close 
to the British Standard Inks used 
by printers and give a close 
approximation to the appearance 
of the final result--the printed 
Page 

Facsimile; While it is impos- 
sible to give absolute facsimile 
reproduction in colour, it is pos 
sible in the Carbro process to 
modify within reason the hues 
which must approach closely the 
colour of the original This is 
far easier to do in Carbro than 
by fine etching colour blocks, 
quite apart from the greater cost 
of the latter 

This does not, of course, apply 
only to half-tone blocks, but to 
all modern colour printing pro 
cesses 
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THIS PHOTOGRAPH FILLED 
£2,330-WORTH OF SPACE 


AS the selling game gets 
tougher, photographers 
who really believe that their 
cameras can tell a story as well 
as 250 words of copy are 
being given their head 
sometimes! 

One advertiser who has been 
running a campaign based on 
this idea is Horrockses Fashions 
In the Evening News the other 
day this firm did the “impossible” 
—and I think got away with it 
by filling a four-inch double with 
a simple, high-key half-tone of 
a model in a Horrockses cotton 
frock The caption was just 
“Horrockses Fashions in Fine 
Cotton.” The picture looked as 
though it had been torn straight 
out of Vogue. 

The daring of this scheme 
lies in the lack of any attempt to 
make the advertisement “punchy,” 
“dynamic” or any other such ex 
plosive term, and in the risk that 
such a delicate half-tone block 
would clog up on a fast news- 
paper run on newsprint. Its very 
simplicity and the absence of 
breathtaking copy salesmanship 
was refreshing. My only criti 
cism is that a more relaxed and 
approachable model, less for- 
mally posed, might have won a 
more sympathetic audience. For, 
surely, few women readers of the 
Evening News, would be warmed 
by the very formal Vogue 
approach 

Another bold, though far more 
expensive, use of photography is 
to be seen in a series in the Radio 
Times, booked for Horlicks by 
J. Walter Thompson. This series 
is an eye-opener, for each adver- 
tisement carries a photograph 
eight by seven inches—two thirds 
of the type area—the space-value 
of which, at current Radio Times 


rates, 1s over £2,330 by my arith- 
metic! Everybody in advertising 
has a right to be interested in a 
photograph which costs a 
national advertiser £2,330 per in- 
sertion surely an all-time 
British record for space occupied 
entirely by one monotone half 
tone block of coarse screen? 
John Fieldwalker of J. Walter 
Thompson said that “the pro- 
blem of this particular Horlicks 
campaign, as far as illustration is 


‘PHOTOGRAPHY IN 
ADVERTISING 


by 
JOHN HERON 


concerned, could not have been 
solved satisfactorily by any other 
means than that of photography.” 

Examination of one of these 
Horlicks advertisements suggests 
that, while there iy a direct link 
between copy and _ illustration, 
the photograph is only an eye- 
catcher; it neither illustrates the 
product nor suggests any aspect 
of the product's use. Morcover, 
it is difficult to tell “what goes 
on” in this particular shot. 
Would you have guessed that the 
kids were involved in paper- 
hanging? 

To photographers in advertis- 


ADVERTISER'S WEEKLY 


ing the campaign is an encour- | 
agement; to Horlicks and J.W.T. | 


will be left the final judgment, for 
the proof of the pudding 
* * * 


ANCE round the Maypole 
this glad May Day. Britain 


has again led the world in a 
development of 


photographic 


If you have a story 


to tell—tell it by 
PICTURE 


Autotype 
enlargements 


afford ome of the readiest means of “getting it 
over” at exhibitions and in displays. People 
like pictures. E-specially big ones. Autotype 
make them in all sizes up to 80 sq. ft. in ome 
piece. E:very ome lively and faithful to its 
original. 


Autotype 
colour enlargements 


are to be recommended because of the realistic 
effects obtained by Almtotype artists, The 
finished result must be seen to be appreciated. 


Autotype 


transparencies 


in black and white or colour offer the added 
attraction of illuminated pictures. U'swally not 
so big as the enlargements they do, nevertheless, 
provide a focal point which can often be used to 
considerable advantage. For instance, om the 
exhibition stand, or in the shop window after 
hours. 


@ It is as well to note that Autotype produce 
only high quality work, and quickly at that. 
If you have something to sell, a story to tell, 
Autotype will be glad to advise how photo- 
graphic enlargements can help, and to 
quote you. 

“ Are you interested in giants” is the title 

of an iustrated folder, free on request. 


Autotype.. 


(Most of the really good enlargements 
are made by Autotype) 


The Autotype Company Limited 
Brownlow Road, West Ealing, London, W.13 
EALing 2691 
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RAZOR BLADE COUNTER DISPENSER with hinged lid. An 

By attractive and permanent display carrying quickly accessible 
stock of blades 

MOREY (BARNET) LTD. Makers of Dusplay Ards ond Dispensers 


169 HIGH STREET, BARNET, HERTS. Telephone AAANET 3222 


17-18 Tooks Court... 


Am eddres for Arties and Studio Managers wo 

remember Here at Colyer & Southey. you will fad 
wader one root—all the materials and services which 

you seed. supped by people with a wide experience 

@ Complete range of our @ Photosraphic and 
own Fashion Boardse— photustatc § department 
Yt choose from equipped w carry out 

@ fotire Range Winsor any work. any size. in 
& Newton's fine cofours 
and Brushes 

@ racine — Dem and and 
Carwidge Papers 

@ Wry Mounting Service 


centralise §=your 


buying 
Phone, HOL 6245-4 


COLYER & SOUTHEY LTD 
17-18-TOOKS COURT: CURSITOR STREET-E-C4 


‘ee 


re 


the shortest possible | 
| 


(ume 
@ Relieve that headache | 


|} he has designed is 
| Newton's peacock in black-and- 


| also designed covers for 
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Photograph Filled £2,330-worth Of Space—Continued. 


great significance 
man, advertising manager of 
Ilford Ltd. has passed me full 
technical details of what is said 
to be the fastest negative 
material in the world the new 
Ilford H.P. Special plate it 
has the incredible speed of 400 
Weston, 7 BS. —-between 
three and four times the speed 
of H.P.3, previously regarded as 
top” speed plate. Press photo 
graphers (including Barnet Said- 


George Dor 


| man of the News Chronicle) who 


used them at the King's funeral 
are unreservedly enthusiastic 
(excited is scarcely too strong a 
word) about their performance 


Advertising Artists’ Portfolio 


KARO 


and the new possibilities now 
opened up 

Mr. Dorman also described to 
me a new and effective idea in 
photographic press advertising 
being used by Ilford In the 
Amateur Photographer, for in- 
stance, four consecutive adver- 
tisement pages were devoted to 
liford’s Photo Fair,” a brightly 
written and illustrated round-up, 
in editorial style, of Ilford pro- 
ducts. He explains: “The idea 
is OUr own and came about be 
cause we wanted a rather more 
intimate method of putting over 
our very big range of materials 
and accessories.” 


(George Brzezinski) 


ARO came to this country in 

1946 and started a three-year 
course under T. Eckersley and 

A. Brandt, at the Borough 
Polytechnic a year later. To 
these two, he maintains, he owes 
everything that he knows to-day 
Since he started free-lancing a 
year and a half ago. he has done 
two posters for Murphy (one ts 
illustrated here), the current 
H.P. Sauce poster design, and 
posters for, among others, British 
Railways and the Metropolitan 
Police Among advertisements 
Winsor & 


white which has appeared in 
ADVERTISER'S Werkiy. He has 
Decca 
records but, given the choice, he 
prefers poster work 

Karo, who is 27, spends much 
of his spare time painting 
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THE NOTTINGHAM JOURNAL and the NOTTINGHAM 
EVENING NEWS, two of the Westminster Press great system 
of provincial newspapers, are part of the busy life of the 
Nottingham area. Here the population are earning good money 
and present a ready market for advertised goods of all kinds. 
Altogether, there are 36 Westminster Press Papers, and you 
will find that they are all situated in Britain's most prosperous 
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provincial v territories. Every one of these papers covers 


a public which is capable of increasing your sales considerably 
— if it can be reached economically by your advertising ! That is 
where the ‘Thrifty Thirty-Six’ Westminster Press Newspapers 
are so well fitted to help you. At a very reasonable cost you can 
be sure that you are placing your advertisements where they 
are going to be really effective. 


-$IX 
ppriations 


(All the Thrifty Thirty-Six are members of the ABC.) 


London Advertisement [rector 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170 FLEET STREET, LONDON, £.C.4. TEL 


CENTRAL 3265 


Manchester Office - 
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Newsprint Consumer 
The 


EXPRESS 


Group 


three publishing centres in London, Glasgow and Manchester, the four newspapers comprising the 

ss Group use 75,000 tons of newsprint annually 14.3°,, of all newsprint consumed by the newspapers 

itain. Every advertising campaign aimed at full national coverage must include these four papers, 
which use one-seventh of the nation’s newsprint. 


AILY EXPRESS... 4.016.9332 Copies sold daily 


ENDAY EXPRESS =... 3.196.921 Copies sold weekly 
EVENING STANDARD 3. 783.301 Copies sold daily 
"ENING CITIZEN (GLASGOW) 181.099 Copies sold daily 


P2.OBL.913 


SOPIES SOLD EBVERY WEEK 


* A.B.C. FIGURES FOR MARCH, 1952 


test Sales Force 
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For GREATER LONDON 
and the HOME COUNTIES 


Start with 


World’s SECOND LARGEST 
Evening Net Sale 


The LOWEST RATE 
per inch per thousand 


The FASTEST GROWING 
circulation jn its field 


ROY CLARK Advertisement Director. 12-22 Bouverie Street, London E.C.4. ‘Phone CENtral 5000 
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BRITAIN’S LARGEST MARKET: EIGHT 
MILLION PEOPLE IN 700 SQ. MILES 


made 3 

The Registrar General gives 
information on Greater London 
and on an outer ring, boundaries 
of which coincide almost entire- 
ly with those of the Metropolitan 
Police district. The only differ- 
ence is that Greater London ex- 
cludes the two parishes 
Northaw in Hatfield R.D. 
Aldenham in Watford R.D 
Home Market equates Greater 
London with “the London Trans- 
port area,” while the Marketing 
Survey merely adds to the 
Registrar General's Greater 
London the Borough of Watford 
and Watford R.D. but omits 
Banstead and Esher in Surrey, 
Chigwell in Essex, Enfield in 
Middlesex and Cheshunt and 
Waltham Cross in Hertfordshire. 

The area served by the London 
Transport Executive is substan- 
tially larger than Greater London 
and the boundary line does not 
everywhere coincide with those 
of administrative areas. 

however, Greater 
a not inconvenient 

unit as it coincides almost exact- 
ly with the area served by 
London Transport's central 
buses. This, incidentally, is the 
area covered by the London 
Travel Survey 1949 (London 
Transport Executive, 1950) and it 
is. im consequence, possible to 
study the movements of popula- 
tion within the conurbation in 
some detail. The central bus 
area covered by the survey con- 
sists of Greater London plus the 
following administrative areas: 

Rickmansworth U.D 

Watford M.B. 

Romford M.B 

Hornchurch U.D 

Caterham and Wallington U.D 

Leatherhead U.D 

Walton and Weybridge U.D. 
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( VER 8,000,000 people live 
in the 700 square miles of 
Greater London Compare 
this with 13 million people in 
Canada’s 43,700,000 square 
miles and it will give some 
measure of the high concentra- 
tion of potential consumers in 
Csreater London 
Facilities for the marketung of 
ry kind of goods and service 
this market are readily avail 
ble and well organised. Well 
developed wholesale and wide 
spread retail outlets provide ade 
quate distribution for all types of 
commodity. It is in fact possrble 
for nanufacturers to conduct 
ge scale trade exclusively with 
this area, because they are 
‘le in a comparatively small 
1 to place their wares before 
17 per cent of the population of 
Great Britain as well as the large 
number of transients passing 
through London. Greater Lon 
don is, after all, a larger market 
in terms of population, than 
many countries It is a larger 
narket than Sweden, Portugal or 
Belgium, and very much larger 
than Norway Denna rk or 
Switverland 
How is the manufacturer to 
get his message over to these 
Sconsumers’ Fortunately, adver 


Stsing is presented with a wide 


Srange of local media in addition 
sto an intensive coverage from 
pnation media published from 
‘1 ondon 
Overall economic press coverage 
of the Greater London area can 
be obtained in the three London 
evenings On top of this, the 
local weekly papers can be used 
either in block to cover the area 
of singly of in groups to approach 
partou tions of the market 
ing area we range of out 
door and transportation advertis 
ing sites and cinemas that take 
advertising are also available 
To the manufacturer with 
nationa distribution Crreater 
London presents a base which he 
must secure, to the smaller manu 
facturer it is often the foundation 
or proving ground where he can 
economically start his distribu 
tion pattern. But manufacturers 
of both types too frequently are 
overwhelmed by the number of 
potential customers concentrated 
ina small, easily covered area and 
are inclined to overiook the in 
tense competition to be faced not 
only from other firms offer 
similar products and services but 


Greater London: The Market 


Intensive advertising needed to meet 
competition for consumers’ attention 


By W. A. C. Cooper, 


Director, FOOTE, CONE & BELDING LTD 


from other trades and suppliers 
There is, first, competition to 
secure distribution _ facilities 
wholesalers’ salesmen can handle 
efficiently only a certain number 
of lines, the wholesaler himself 
can finance only a certain size of 
stock Likewise the retailer is 
faced with offers of more pro- 
ducts than he can stock, in many 
lines. Securing distribution is 
often actually more difficult, 
therefore, although mechanically 
easier than in other parts of the 
country. On the other hand, to 
the manufacturer who operates 
his own sales force contacting the 
retail trade direct, the London 
market, because of its concentra 
tion of outlets, provides a higher 
return in calls made per salesman 
per day 

Competition extends to secur- 
ing of advertising space since 
there is still a shortage of news- 
print and of good outdoor sites; 
and sufficient cinemas in the right 
areas are more difficult to secure 
than in other parts of the coun 
try, again because their use is 
potentially more rewarding 

This raises another problem 
Do you have to shout louder in 
London than in other marketing 
areas’ Too many people are 
prone to take a figure of so many 
posters or film slides per 10,000 
head of population and apply 
that across the country —-without 
considering that a poster in 
London or a series of press ad 
vertisements may have to work 
harder and longer to obtain the 
result one can secure in other 
parts of the country, Because of 
the more intense life of the 
people in a large metropolis, the 
wide variety of attractions com 
peting for the eyes and ears of 
the audience, and the very exten 
sive range of goods and services 
being offered by means of inten 
sive advertising, sales promotion 
and publicity methods, it seems 
only logical that to secure a 
share one has to fight harder for 
attention 


Intensity 
Of Competition 


consumer goods, 

ciated the intensity of this overall 
competition for the buyer's atten 
tion, and even though on their 
national advertising campaigns 
they already get from the 
national press a more than 


average per capita weight in 
London, they still find it desirable 
to use local support media in 
London, possibly before they do 
elsewhere 

London, as 4 marketing area, 
presents a challenge, but one 
which, if well met, offers a most 
rewarding prospect he large 
manufacturer, auming at national 
distribution, must tackle London, 
the smaller man, with limited 
facilities, can avoid it but stands 
to gain more by a determined 
attack on London than by dissi 
pating his efforts over several 
provincial areas 

When a new product is to be 
launched the question of test 
marketing often arises, and with 
it the argument as to whether one 
could or should try to use part 
of the Greater London area as a 
test area. Normally a test market 
should be capable of isolation 
and form a balanced and com- 
plete trading unit This would 
rule out London straight away, 
but one can argue that no other 
town can be truly representative 
of the London area lo get a 
clear picture of the marketing 
problems of Greater London and 
consumer reaction in that market, 
one should therefore attempt to 
conduct a test market or test 
markets within the area. With 
careful selection it is possible to 
find boroughs or large units 
within the Greater London area 
that have occupationa! structure, 
distributive pattern, sex and class 
ratio and buying habits approxi- 
nating to those found in London 
is a whole 

The problem of isolation arises 
mainly when one wants to secure 
per capita sales figures in order 
to estimate what total sales might 
be when the test campaign is 
extended to the whole area. This 
is, iN any case, practically im- 
possible to accomplish with any 
degree of accuracy and one either 
has to eliminate it as one of the 
objects or to attempt an assess- 
ment taking into account the 
possibilities of inaccuracy. It is 
possible, with certain types of 
products and with the co-opera- 
tion of wholesalers and retailers, 
to solate an area at least par- 
tially so that the product is dis- 
tributed throughout a fair! 
area but the check 
carned out in the cor 
area. One creates a zone round 
the actual test area and puts the 
product on sale there. This will 
prevent consumers beyond the 
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perimeter of the area from mov- 
img into the test area for their 
purchases thus exaggerating the 
test's apparent success 

While one may not be able to 
et an accurate sales forecast 
rom test marketing in London 
areas, one can learn a great deal 


@ A large number of consumers 
are concentrated in a small 
area. 

@ Market is larger than the 
whole of Sweden. 

© Standard of living is high. 

© Balanced industrial develop- 
ment acts as safeguard against 
unemployment. 

@ Strong, well-distributed adver- 
tising media. 

These are some of the character- 

istics of the Greater London 

market noted in this article. “It 
is a market well worth aiming to 
satisfy,” says the author. 


about the marketing problems jin- 
volved and the consumer reaction 
to the product when purchased 
and used under normal market- 
ing conditions (as opposed to re- 
actions obtained from placement 
tests or blind tests). There have 
been cases in the past few years 
of large and extremely competent 
marketing organisations using 
parts of Greater London as test 
areas; sufficient cases to justify 
the belief that, properly con- 
ducted, these tests can provide 
useful information. It is often 
too little realised that the tastes, 
styles and buying habits, methods 
of using products and general 
living habits of Londoners tend 
to be quite different from those 
found elsewhere in England and 
even elsewhere in the South of 
England. While Londoners are 
southerners, they are members of 
a peculiar geographical and 
cultural unit, quite untypical of 
the rest of the South of England; 
a unit which, by its size and 
population density, and by the 
fact that it is the capital city, 
imposes on its people a way of 
life which makes their habits and 
requirements unique. It jis a 
market well worth studying and 
aiming to satisfy, for the popula- 
tion’s standard of living is pro- 
bably higher than that of people 
in the other seven main conurba- 
tions nd certainly by this stan- 
dard js potentially more stable 
because Londoners are not parti- 
cularly dependent on one type of 
industry for their employment. 
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Manufacturers and Advertisers are always 


welcome at Outdoor Publicity’s Display Room 


Here you will see, with the aid of maps and models, 


how poster campaigns are planned to meet each individual advertiser's problem. 
You will be initiated into the workings 
of a site-selection system that takes into full account 


the movements and habits of populations. 


You will be shown how a large staff of resident inspectors 
ensures that damaged and defaced posters are 
speedily replaced, and that sites are kept neat and clean. 
This is your chance to come behind 


the scenes and study the strategy bebind the sales. 


Outdoor Publicity Limited 


BURLINGTON STREBT LONDON Wir. TELEPHONE, REGENT aete 
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Planned 
Staff 
Pension 
Assurance 


If you have the interest of 
your employees at heart, 
safeguard their retirement 
years with a staff. pension 
assurance. 

The ‘Imperial Life’ will 
gladly advise and co-operate 
in planning, setting up and 
operating such a scheme. 
Send for further details now. 


The 
Imperial Life 


ASSURANCE COMPANY OF CANADA 


(Incorporated in Canada by Act of Parliament in 1896 
as a Limited Liability Company) 


28-9 ST. JAMES’S SQUARE, LONDON, S.W.! 
Telephone TRAfalgar 7811 
COUPON FOR FURTHER DETAILS 


Without any obligation please send details of PLANNED STAFF 
PENSION ASSURANCE 


Name 


Address 
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Greater London: The People 


How shopping habits 
vary within the area 


By B. D. COPLAND, 
of London Press Exchange Ltd. 


ENEATH a4 __ superficial 
similarity, there are impor- 
tant variations in the pattern 
of life of Londoners 
The 8,346,137 residents in 
Greater London are al! able to 
reach and use the facilities offered 
by the nation’s capital 
But local variations are 
numerous in kind and wide in 
extent. For practical purposes, 


1 DIVISION OF GREATER 
LONDON 


Population 


County of L 
| a 1,619,204 


Total Greater London 5,546,157 


therefore, it is convenient to sub- 
divide Greater London into 
smaller and more manageable 
areas 
The Registrar General groups 
the 9S administrative areas into 
two—the County of London (27 
Borough and 2 Cities) and the 
Outer Ring (16 areas from Sur- 
rey. 8 from Kent, 26 from 
Middlesex, § from Hertfordshire 
and 11 from Essex). A some- 
/ what similar procedure was 
adopted in the London Travel 
Survey (1949) where the County 


of London was divided by the 
river, and the remainder of 
Greater London, corresponding 
broadly to the London Transport 
Executive central bus area formed 
the outer ring. Table | shows 
the present population of Greater 
London as so divided 

Reproduced (through the 
courtesy of L.T.E.) is material, 
some of it previously unpublished. 
from their survey which jllustrates 
some of the differences between 
these three areas. The surveys, it 
will be recalled, was based on a 
random sample of 2,695 house- 
holds in Greater London. 

On the basis of the income 
grades used in the Hulton Reader 
ship Surveys (ABC=£8 a week 
or more, DE@=less than £8 a 
week), the households in Greater 
London and its sub-areas divided 
themselves as shown in the first 
part of Table Il. There are sig- 
nificant differences between the 
two parts of the county: in terms 
of the income of the head of the 
household, the North is better 
off than the South; and the outer 
ring, as is natural, has a very 
much greater proportion of 
ABC households than cither. The 
second part of the table illus- 
trates differences in family size. 
which are again marked The 
number of families in Greater 
London, estimated on this basis, 
is about 2.692.000 which corres- 
ponds reasonably well with the 
estimate of 2,620,000 quoted in 
the Marketing Survey of the U.K 
The third part of the table gives 


tl—INCOMES AND OCCUPATIONS 


1 Household Income Grade 
ABC 


DE 
Il Household Size 
Persons 
TIL (a) Occuparions (all persons ~ 100 
orkers 
Housewives 
School children 
b) Occupations (all workers 100 
Managenal and professional 
Clerical routine 
Light manual, dormestic ete 
Heavy manual 
Others 


Greater LCC.) LCA 
London for South 


1l—REGULAR READERS OF LOCAL NEWSPAPERS IN 
THREE SELECTED BOROUGHS 


Bermondsey Tottenham Wandsworth 


37h 
46 
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Get into the homes 
of South London ana the 
Kentish Suburbs with these 
Family Newspapers— 


The Kentish Mereury. 


: : Est. 1433 and takes your sales drive into mare middle income 
Here is a series of six homes than any other local paper in South-cast London 


cesablshed ‘ly SOUTH LONDON ADVERTISER - CRYSTAL PALACE ADVERTISER 


~ Est 1496. Intensively covers nine Boroughs Hist. 1888. The “local” for § 
each in their respective of South London Upper Norwood, | Penge and Pe. —| 
areas-—are cagerly read Palace 


we oeat mare ee ~~ WEST NORWOOD TIMES Stine =. NORWOOD PRESS Sovexnsen 


ADV ERTISER 
events. That intimate Est. 1888 _ Paper with the predominant Est. 1882. Covers these areas thoroughly 


in West Norwood 
readership influences 
incorporating 


the purchase of Telegraph r- i 
c it oo 
prod and evi = MOMMY & Best Rent amen : 
advertised in their Go aes oe 
columns. Rates and full particulars from 


Head Office: 6 to 28 Blackheath Road, London, S.£.10. TiDeway 1122 & 4633 (12 lines) 


0-38 Westow Street, London, 8.E.19. 240 High Street, Bromley, Kent. 
LIVingstone 4455/6 RAVensbourne 2266 (Private Branch Exchange) : 


City Office: 1 Gough Square, Fleet Street, E.C.4. CENtral 2574 ' 


The Papers that ensure full and efficient ae with Economy in Cost 


The West London Observer 


UP TO THE MINUTE SPORTS NEWS 


SPECIALISED INFORMATION AND CRITICISM ON THE THEATRE 
AND CONCERT PLATFORM 


Our readers expect authoritative news 
and views regarding their leisure activi- 
ties; they are never disappointed. Their 
tastes are as varied as their incomes, but 


their loyalty to their home newspaper is 


ABC SALES July-December 
t COPIES WEEKLY (AVERAGE) 


16 QUEEN CAROLINE STREET, HAMMERSMITH BROADWAY, W.4 TEL: RIVERSIDE 145! 
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216 


—London’s 


oe Weekly! 


TRATFOR 
EXPRESS 


OVER 


80,000 


NET SALE EVERY FRIDAY IN 


IMPORTANT 
BOROUGHS 


AND SURROUNDING DISTRICTS 

including Ilford, Seven Kings, Chad- 

well Heath, Romford, Loughton, 
Buckhurst Hill, Debden, etc 


The Newspaper of Suburban Essex 
EXPRESS OFFICE - STRATFORD - E 15 


Advertisement Manager: G. 5 HOWARD: MAR. 1617 


HEAD 
OFFICE 


WEST HAM 


Plaistow, Forest Gate, 
Canning Town, Upton 
Park. ete 


EAST HAM 


& LEYTONSTONE 


WANSTEAD 


& WOODFORD 
Snaresbrook. etc 


BARKING 


Becontree, Dagenham 


WALTHAMSTOW 
_— 


| behind 


| de 
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How Shopping Habus Vary—Continued 


the different 


people living in these 


some indication of 
types of 
areas 

Further evidence of differences 
n behaviour comes from a sur 
vey carried out by the London 
School ~ Economics Uournal 
1 Documentation, March, 1951) 
of reading habits in three London 
boroughs, Bermondsey, Totten 
ham and Wandsworth It was 
found that such habits as news 
paper reading vary greatly from 
place to place For example 
the broad average figure 
of 67-9 per cent reading loca! 
weeklies in London and the SE 
(Hulton Readership Survey 1950 
Table 18) are many variations 
which should be of interest to 
the advertiser. Table Hl (p. 214) 
dlustrates the situation 

In the preparation of the 
Administrative County of London 
Development Plan 1951, detailed 
shopping surveys were carried out 
in several districts. Again strik- 
ing differences were found, Table 
IV gives an indication of the type 
of information available from the 
County Plan 

The subject of shopping facili 
ties and shopping habits is worth 
pursuing, partly because a great 
al of advertising effort is con 
cerned with the sale of goods in 
retail establishments and partly 
because the shopping journey 
whether it be on foot or on pub 
lic transport, is an occasion when 
the advertiser can very profitably 
attempt to influence the potential 
buyer A mass of valuable 
materia! relating to retail outlets 
particularly for the County of 
London, is available 


48 Shops Per 


by the West End The parts of 
the outer ring in Surrey, Kent, 
Essex, Herts. and Middlesex, are 
very much alike with a slightly 
ower figure than that for the 
county 

These abstract indications of 
the shopping facilities available 
to Londoners are brought to life 
by some figures which, although 
they 1948, still give a 
fair indication of the part played 


1V—-RETAIL OUTLETS 


relate to 


Type of business 
Daaly needs 
Food shops 
Onher daily needs 
Periodu and weekly needs 
mal services 


(Catering trades 
Others 


Total® 50,0 


*Note In this table, shops engaging in 
several lines of business are included in as 
many categories as they do business, 
provided that each category represen: | 
a substantial trade and that it is a norma 
activity of the shop concerned 


by local shops, suburban shop 
ping centres and the West End 
These figures (Table V) are 
reproduced from “L.T.E. Statis- 
tics for Advertising” published 
by the British Transport Com 
mission 

Where are the shops? Here 
we enter a field of much un- 
collated material that could well 
be turned to commercial use 
The County of London Plan was 
based on, among other things, a 
land use survey (1948), Various 
sets of maps (there are eight to 
cover the whole County) can be 


RICHMOND HERALD 
BARNES & MORTLAKE HERALD 


(Members A.B.C.) 


purchased, those entitled “Town 
Maps” show exactly where the 
shops are. This information is 
reinforced by a comprehensive 
shop survey of the whole 
County (unpublished, but avail- 
able for reference). From all 
this, one could plot shopping 
centres of various sizes It is 
more than likely that the exercise 
would result in a pattern closely 
resembling that found by plotting 
the focal points of road transport 


1,000 Population 


Our first source is Marketing 
Survey of the U.K. where the 
shops in the county and the outer 
ring are listed in some detail 
When the information is sum- 
marised it can be seen that the 
sub-areas—L.C.C. North, L.C.C 
South and outer ring-do in fact 
differ considerable in the number 
of shops per 1,000 population 
Within the county there are, as 
might be expected. wide varia- That, then, is some of the raw 
tions. Naturally, the West End material from which we can build 
boroughs and the City of West up a picture of habits and 
minster head the list with figures activities within Britain's largest 
as high as 48-9 (Holborn), 44-4 conurbation. The most import- 
| (Westminster) and 376 (St ant factor to consider is the 
| Marylebone). These figures alone variation in normal behaviour 

are deceptive and places like patterns of even neighbouring 

Finsbury and Stepney are also districts. It is the task of the 
| high on the list, but for different advertiser, and particularly the 

reasons. There are more shops outdoor advertising agent, to 

per 1,000 population in the north appreciate these variations and 
than in the south This is to plan his campaign in the light 
accounted for, to some extent, of Focal knowledge. 


V—SHOPPING HABITS 


For complete coverage of the 


well-known residential district 


from Richmond to Hammersmith 


—Richmond, Kew, Sheen, Barnes, 


Mortlake, Roehampton, etc. 


70 Sheen Road, Richmond RIChmond 331! 


THE ONLY SERIES WITH CERTIFIED NETT SALES 
GIVING COMPLETE COVERAGE OF THE IMPORTANT 
INDUSTRIAL AND RESIDENTIAL 

WALTHAMSTOW, E.17; LEYTON, 3 E.tl; 
— E.4; WOODFORD, BUCKHURST HILL, LOUGHTON, etc. 


Prequen 
Every day 
2-3 tumes a week 
Once a week 
Less than once a week 


Do not use 
Se Green Cards and +s Centre not convenient 


Main 
Local Suburban 


Shops Centre 


mation fro. 


Manager, 6! WOE STREET, WALTHAMSTOW, £.17) Tel LAR ant ; = 
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KENSINGTON it’s the 
NEWS WANDSWORTH 


AND 


West London Times | BOROU GH 


- FRIDAY (Price 34) - 
This popular Newspaper has been established over 80 years 


and circulates in the following districts: — NEWS 
i 
} 


Rate 1/6 a line, 10/- s/column inch. 
Annual Subscription 19/6, including postage. 


HEAD OFFICE: 118, KENSINGTON CHURCH ST.. W8 | 


a .. 


Telephone——BAYswater 3221/2, 7267/8. 


none ROEHAMPTON 
rototht PS EMOTO | SOUTHFIELDS 
OLD SOUTHGATE, NEW SOUTHGATE, * WAN DSWO RTH 
GRANGE "PARE, WEST ENFIELD ANG | c 
THESE IMPORTANT DISTRICTS | EARLSFI LD 
ition of 184,638 and a rateable value CLAPHAM 
‘atone 
FULL COVERAGE JU NCTION 
IS ASSURED BY THE ETC. 
ENFIELD GAZETTE ano tne 
PALMERS GREEN GAZETTE Heod Ofce: 
46,493 ner sate 144 WANDSWORTH HIGH STREET, S.W.18 
(A.8.C.) ; 
seni eabiiaia- dattinalie Telephone: VANdyke 4226-7 
SILVER STREET, ENFIELD, MIDDX. 
MEMBERS OF GREATER LONDON’S GREATER PRESS, 
92 FLEET STREET, LONDON, E.C4 
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Largest Net Sale in Kent 
KENTISH TIMES — 


SERIES OF EIGHT WEEKLY NEWSPAPERS 


Complete and inten Kentish Times 


wer 13) square 
thim its he 
ng towns of 


BROMLEY - DARTFORD - ORPINGTON 
ELTHAM - BEXLEYHEATH ~- ERITH 
SIDCUP - CHISLEHURST 
A.B.C. CERTIFICATE 


80,093 


COPIES WEEKLY 


FLAT RATE 23 - per s.c. in. 


oo isgioern in if 
f Kent which inciudes « 
the thre 


undaries 


Heod Offices 

TIMES BUILDINGS, SIDCUP Tel.: Foots Cray 3007 (3 lines) 
London Office: 129 High Holborn, W.C.1. — Tel.: Holborn 2730 
also at Bromley, Orpington, Eltham, Bexleyheath, Erith and Dartford 


Potential 


nyone setting up a new 


home is a potential buyer 
of commodities of every 
ayers kind, Many blocks of new 


flats are under construc 


tion or planned to be 
erected in the arcas cover 


ed by 


The West London and 
FULHAM GAZETTE SERIES 


Fudbam Gazette, Chelsea Gazette, Hammersmith Gazette 
Kensington Gavette 


8. W. LONDON’'S LIVE LOCALS 


Se there are abundant opportunitics for new business through 


these popular me Wapape rs 


MEMBERS OF THE AUDIT BUREAU OF CIRCULATION 


Rates am ails from Advertisement Dept 


rULMAM GAZETTE SERIES 
Gazette Building, — Fulham Rd., Fulham Broadway, $.W.6 
PULham 431 


clephane 


ELE« TROTYPE 
ipreangiorens 


PADDINGTON 
ADVERTISING 
COMPANY 


T ERS 


FOUNDRY 


MELFORD LANE 
STRAND « LONDON + OC, 
enone Teernt Gan tee 


37 SPRING STREET w. 
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Greater London: Media—!i 


Evenings reflect all the 
interests of Londoners 


ONDON, though it is a 

4 vast, sprawling conurba- 
tion contaming two cities, 
many boroughs, and extensive 
suburban ramifications, is no 
less a civic entity than are the 
proud provincial cities of 
Great Britain. As such, it has, 
as has every other city and 
town, its own local press— 
local not to any part of it, but 
to the whole 

None of the many important 
newspapers published in London 
have a more valid claim to this 
d&stinction—for it is a distinc- 
tion—than have the three Lon 
don evenings the Evening 
News, The Star and the Evening 
Standard. Though they carry 
national news and advertise 
ments, and, of course, circulate 
far beyond the confines of Lon 
don, these journals are regarded 
by Londoners in very much the 
same way as the citizens of 
Maidstone or Macclesfield regard 
their own weeklies 

In overall conception they re 
flect the interests and activities 
of London That this is so is 
evident, not only from their news 
selection, but from the advertis- 
ing they carry For example, 
classified advertising, a large pro- 
portion of which is purely local, 


makes a heavy demand on their, 


Another indication is the 
high proportion of adver 
tising. for the big London stores 
depend to a considerable extent 
on London's newspapers to bring 
customers to their counters the 
day after their advertisements 
appear. Their demands are con 
sequentiy heavy, and they tend 
to be treated with some favour. 
The Evening News gives “high 
priority of insertion” to this class 
of advertiser, regarding the ad- 
vertisements as news for readers 
“Rush” news announcements in 
advertisements are also given 
priority, and wherever possible 
the make-up is adjusted to allow 
insertion on the day after the 
event. The Star also gives priority 
of insertion wherever possible, to 
retail advertisers with topical 
merchandise to offer Several 
retail advertisers in the Evening 
Standard have for many years 
had regular, often weekly, inser- 
tions on a “till countermanded” 
contract 

Despite this accent on local 
advertising and the desire on the 
part of advertisement manage- 
ments to do their best for local 
customers, a considerable volume 
of national advertising appears 
in the London evenings. Manu- 
facturers of consumer goods take 
advantage of the high concentra- 
tion of consumers in the London 
urea’ and «=the «good = coverage 
afforded. At the same time they 
realise that an evening paper 


space 


store 


tends to be bought by a man on 
his way from his work, and taken 
to the home where the wife will 
probably read it 

No other city in the world has 
such intense evening newspaper 
coverage. Every evening during 
1951 an average of 3,612,319 
copies of evening newspapers 
were sold in and around London 
Few papers of this class, even in 
the US.A, aan compare with 
London's three for net sales. 

In fact, the Evening News, 
with an average for 1951 of 


Over 3,000,000 London evening 
papers are sold every day, which 
gives London the 

evening paper coverage of any 
city in the world. The service to 
public and advertiser given by 
these papers is outlined in this 

article 


1,605,101 claums—and no-one has 
disputed the claim-—to have the 
largest net sale in the world. The 
Star (1,193,329) and the Evening 
Standard (813,889) are also 
among world's leaders. 

Particularly noticeable in the 
development of these = sales 
figures is the considerable in- 
creases achieved by all three 
papers during and after the war 
In 1939, the Evening News sold 
an average of 853,340. It passed 
the million mark in 1944 and 
reached a peak of 1,742,592 in 
1950. The Evening Standard 
sales rose from 382,000 in 1939 
to 401,000 in 1940 and to 
656,000 in 1945. The Star's post- 
war sales record is also 
spectacular: between 1946 and 
1950 an increase of 450,781 was 
registered 

To build and maintain such 
sales demands a high degree of 
fast and accurate service, both in 
the news departments and on the 
disributive side 

Seven or eight times during the 
day a fleet of vans diverges from 
Fleet Street, and within a few 
minutes street sellers have the 
papers to sell. Other batches are 
put on trains and underground 
trains and a separate flee, of vans 
fans out from the rail head 
Thus, for example, the 2.30 
edition catches the 2.51 train 
from Baker Street, and is on sale 
in Watford shortly after the train 
arrives at 3.33 

Finally, which section of the 
community do these papers aim 
at? “Broad middle-class with 
special emphasis on women,” says 
the Evening News. “Upper income 
group” says the Evening Stan- 
dard; and The Star “caters for 
the younger and more enterpris- 
ing type of reader who is most 
receptive to new ideas and sug- 
gestions.” 


Sra 
a 218 
bat 
a oh 
7 
i 
‘ 
e 
; 
P| 
: 
snare 
= ee . | 
f | 
wh | ; 
& q 3 
- x . LL A A ATLAS No C+ EMRE RO ER | 
— 
7 ae 
a — a 
i 23 “ § | 
—— 
& ' Po 
ts EEE 
“ag | } 
; } PO 
j t / | 
Bi ‘a | | 
—— 5 | 
a : — | 
mh : 1 
f-* “« : 
- 4 in} 
ne i | } 
- ie 
me i | 
——— it 
i 
Oe 
4 
=A 
: as) | — 
a) ' 
om i a 
ps “a | 
By pe 
a ee DURIMCEET | 
Bre 
iO o-. 5 ; 
4 a = : 
a ¥ es: : 
me - 7 A Fi 5 4 y wer ao ee. i ie LS aa : 
a - ; - a ae aa ta eR: 2. Saad Bien Scr inet Co Pee ». li i. ; 
‘ a. a ee Abaoame « Se . (eae Pia to ee + i ee . 
f : — et a.” eat =e po a at re i ; + Winter Mes ear ey ge 1? out gyal 


May 1, 1952 


You are going to hear a lot about 


ADVERTISER'S WEEKLY 


SUCCESSERTISING 


AUGER AND TURNER LTD. ANNOUNCE 

THE FIRST “BRAND” NAME EVER USED 

BY AN AGENCY TO DISTINGUISH 
AND IDENTIFY ITS WORK 


Successertising means successful 
advertising 


We believe in our Clients, believe 
in their products and services and 
believe in the efficacy of our tech- 
niques. And these beliefs spring 
from success—the success of our 
Clients and our Agency. 

Our Clients are successful business 
men ; men whom we respect and are 
glad to serve. They have faith in us, 
too; and working together—plan- 
ning, discussing, often arguing and 
always striving to achieve greater 
sales than the next man—we have not 
only contributed to our Clients’ 
businesses, but have built up an 
advertising agency that is different. 
The difference is expressed by our 
“ brand ” name. Successertising 
simply means advertising by A & T, 
advertising that bears the hall-mark 
of success. 


A & T are noted for Mail Order 
Successertising 


From its earliest days, our Agency 
has handled a large volume of Mail 
Order advertising, and, today, many 
of the largest and most prosperous 
Mail Order Houses in the country 
entrust their publicity to us. It is 
with great pride that we claim to have 
learned much of our successful selling 
technique in this difficult, exacting 
field. 


Does this apply to you? 


Whether you sell your goods or 
services direct to the public or 
through wholesalers and retailers or 
by any other means, your marketing, 
merchandising, packaging, press 
advertising, posters, point of sale 
display, print work, direct mail, 
public relations and film and radio 
scripts must all be conceived, planned 
and produced with one main object 
in mind. Usually this object is the 
achievement of the highest possible 
sales figures. 


We have specialised 

experience 

It is not surprising to those who have 
had experience of Mail Order that 
the lessons learned from selling direct 
to the public are a great help in plan- 
ning any form of selling. This does 
not mean that we use our Mail Order 
techniques indiscriminately, but it 
does mean that we make good use of 
the specialised experience we have 
gained whatever the form of publicity 
we are tackling. (For instance, our 
Statistics on the pulling-power of 
many media might well influence our 
space schedules for Clients using 
other methods of distribution.) 

In our opinion no advertiser can 
afford to disregard the methods used 
to sell direct to the public or the 
response of the public to various 
direct approaches. 


SEND TODAY FOR YOUR COPY OF THE A & T 


How Successertising differs from 
ordinary advertising 


The difference between ordinary 
advertising and Successertising is that 
Successertising is the work of Auger 
and Turner Ltd., and A & T are 
never content with the ordinary ! 
True, we employ similar research 
methods to those of other good 
agencies and we use proved market- 
ing formulas. But when it comes to 
planning a campaign, creating the 
message of the advertiser and devising 
means to hammer it home, we set 
about the job with a combination of 
enthusiasm and skill that, we believe, 
has no equal this side of the Atlantic. 
Ask any of the advertisers who know 
us well what sort of people we are. 
Privately they may express the 
opinion that we are mad, but few 
will gainsay the success of our 
unorthodoxy ! 


A & T Successitivity Tests 


Based on our experience of 
advertising for our own Clients, the 
A & T Successitivity Tests have been 
devised to assist us to assess the sell- 
ing impact and effect of advertising 
campaigns. The Successitivity Tests 
help us to lay the foundations on 
which our creative work is built. 
Every advertising campaign must be 
constructed properly from the outset, 
and our tests enable us to judge the 
soundness of our work at every stage. 


SUCCESSITIVITY TEST FOR PRESS ADVERTISEMENTS 
You may be interested to study the standards we apply to the creation of 
Successertising. A copy of the A & T Suecessitivity Test for Press 


Advertising will be forwarded to you on receipt of 


Write to us today 


AUGER & TURNER LTD. 


AUTUR HOUSE, 40 GERRARD STREET, LONDON, W.1 


letterheading. 


Telephone : GERrard 6671 


your name on your 


BIRMINGHAM 14-15 Bull Street, Birmingham 4 


Telephone : Central 8020 


GLASGOW 358 Sauchichall Street, Glasgow C.2 


Telephone : Douglas 7934 
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titchcraft reader writes 


7 


Women find what they want in 


Stitcheratt 


ABC net sales 241,388 copies a month: Type area page 8) ins. x 6 ins. 
(204 « page Advertisement Manager S. H. BOWDEN, Stitchcraft Ltd., 
Great West Road, Brentford, Middl 


Teleph 


ILLUSTRATED 


LEICESTER 
CHRONICLE 


LONDON. CPR. CRANE 44 FLEET st. EC4, TEL. CEN 68620 
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Weeklies give precise 
and intense coverage 


By R. W. GRUNDY, 


OCAL life and local insti- 

tutions are just as impor- 
tant to the Londoner as to 
anyone else. They are always 
the immediate background to 
his daily life and he looks to 
his local paper, just as others 
do, to portray that back- 
ground. 

The Greater London conurba- 
tion is a convenient conception 
for marketing purposes, but it is 
one which commands few per- 
sonal loyalties amongst those 
who live within it. Loyalties 
tend to be more local. 

Weekly newspapers reflect 
these loyalties and therefore offer 
special advantages to advertisers 
They provide such precision and 
intensity of coverage that ad- 
vertisers can direct their efforts 
with the utmost accuracy and 
flexibility. There are few more 
closely read papers: they are in 
the home for a week at a time 
and are consulted by every mem- 
ber of the family for a variety of 
purposes. 


Three Categories 

Of ‘Locals’ 

The weeklies are of consider- 
able significance in approaching 
this market and it is fortunate that 
they are so numerous. Particu- 
larly within the suburban areas 
of London, they lic close together 
with their circulations interming- 
ling. The list of their titles is long 
and, at a first glance, bewilder- 
ing, but the advertiser need not 
boggle at the task of compiling 
a schedule. It is casier to plan 
weekly newspaper advertising in 
this area than in any other. 

The problem is not to build up 
an appropriate media list from 
a Wide assortment of papers but 
rather to examine cach of three 
categories of papers 

1. The advertisement groups; 

2. The proprictorial groups; 

3. The papers which have no 
associations. 

From these can be assembled 
such blocks of papers or indivi- 
dual papers as may be needed. 

Examining them in turn one 
can see that these three categories 
form a real administrative con- 
venience 

The advertisement groups— 
three in number—offer the adver- 
tiser wide coverage with the mini- 
mum cost and trouble. Each of 
them forms a ready-made cam- 
paign which can be brought into 
action with one order and one 
block and settled up with one 
account 


information Officer, The Newspaper Society. 


Press, which has flourished since 


1925, embraces 66 weeklies, 
and Home 


London 

Counties Press has 54 and 
London and Southern Counties 
Press, 51. Each provides audited 
net sales figures. 

The three groups may be used 
together without duplication of 
papers, but the lists of papers in 
each group should be studied 
since they include some papers 
which lie outside the boundaries 
of Greater London. 

This may well be an advantage; 
the area covered by Greater 
London's Greater for 
does not correspond 
with the official delineation of 
Greater London but it does 
follow accurately the outline of 
the London Transport Executive's 
service area. 

In addition to these three a 
dozen proprietorial groups of 
Papers are associated by owner- 
ship and not merely for purposes 
of advertising. These contain 
from three to ten separate papers 
and are in many cases centred on 
one locality. This can be useful 
to an advertiser seeking sub- 
stantial Fa pene in limited 
areas. groups as the 
Three Heralds, C — 


are only examples—offer full 
coverage of their localities. 
Other proprietorial groups em- 
brace papers or groups of papers 
in widely separated districts. For 
example, Cc News- 
papers offer four papers in 
north and north-west in 
four in south and south-west 
London and two in Kent, with 
some saving in cost to the adver- 
tiser using the whole group. 


Some Groups 
Intermingle 


Many of these proprietorial 
groups also belong in whole or 
in part to one or other of the 
advertisement groups, but dupli- 
cation of papers can easily be 
avoided by reference to the lists 
provided by the advertisement 
groups. 

These two types of groups 
account for some four out of 
every five papers within the 
Greater London area. There 
remain over thirty papers which 
are entirely free of any associa- 
tions and among them are many 
substantial ones. It is certainly a 
mistake to depend entirely on the 
groups for full coverage, but 
building up a schedule is not 
unlike making up a jigsaw 
uzzie—it is easier to get the 
igger pieces in first. 
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You’re Not Civilised 


unless you have a T.V. set says LORD BRABAZON OF TARA at 
the opening of the T.V. Exhibition in Manchester. 


And you are not covering the T.V. field unless you are advertising 
in T.V. News. This magazine gives 100°, coverage in this expanding 
field at a page rate less than one third the cost of postage on an 
ordinary circular. Specimen copy and rate card from :— 


Advertisement Manager, 
TELEVISION NEWS LTD., 


147 Victoria Street, Westminster, S.W.1. 
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in Tube Form — 


i") q ibang 
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When fluorescent inks were first introduced to Britain 
for eg purposes, there came also a great need for 


a simp 


¢ ultra-violet lighting fixture. 


Something that 


was powerful, compact, reasonably priced, safe, well 
designed and produced. Until now no unit incorporated 


each of these requirements 


We are pleased to present the only Black Light 
fixture available in tube form in this country today. 
Powerful because its low tension makes it possible for 
a 3 foot WO watt tube to give 6 times as much intensity 


as the usual 125 watt lamp 


Compact and reasonably 


priced because it embraces all of the most important 
developments in this field on a sound, economic basis. 

See this unit demonstrated in action. We would 
welcome you to our daily show at Stand Al5 at the 


British Industries Fair, 
Services Section. 


Olympia in the Sales and 


Meanwhile write or ‘phone for our leaflet which 


will give you fuller details and uses. 


ACKO < 


Marketing Ltd. 
Dusplay Drewmen of Omega Plasnics 


lL omed 


5 Dyers’ Buildings, Holborn, London EC! 


"Phone: CHAncery 5654/5 
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Outdoor, transportation 


sites need careful study 


By A. E. SYKES, 
of Outdoor Publicity Led. 


A SALES problem to be 
solved; a market to be 
penetrated. These must be the 
two main problems to be 
tackled by a major advertising 
medium To these, however, 
outdoor advertising adds its 
own particular problem which 
lies in its relationship to the 
daily pattern of life, travel, 
shopping, recreation. In this 
it stands unique. An assess- 
ment of Greater London, 
therefore, is welcome because 
here one will find every type of 
outdoor advertising apparently 
in super abundance until one 
Starts to weigh respective 
values in the balance against 
the sales problem to be solved. 

Nowhere is it more clear that 
the advertiser needs a very de- 
tailed knowledge of the make-up 
of the area of bricks and mortar 
upon which he wishes to super- 
impose his pattern of advertising 
and nowhere is it more important 
to understand and assess the 
daily pattern of movement 

It will be many years before 
decentralisation will begin to 
diminish the constant daily flow 
of workers to and from the centre 
In the outer boroughs, there is 
perhaps more interchange and 
one finds industrial areas such as 
the factories of Western Avenue 
which have grown up during this 
century 

This move to work is shown 
for the whole of Greater London 
in the table. (These figures are 
reproduced from the London 
Transport Survey, 1949, with the 
permission of the London 
Transport Executive.) 


DAILY MOVEMENT OF 
POPULATION 


Troi LTE 
ley Rail- 
Buses Trams ways 


oo 6 


} 100 | 100 | 100 | 


Another table in the Survey 
shows that 37 per cent of all 
workers in the sample (2,695 
households) travelled to and from 
work by other means than public 
transport. 

The picture of shopping habits 
is Quite the opposite: we tend to 
find a similar picture to that 


' which we have found in recent 


surveys of provincial towns—the 
pronounced pattern of the daily 
visit to the local shops with the 
once weekly fortnightly journey 
to the town centre (in the case 
of Greater London, the main 
suburban centre or market). 

Outdoor advertising relies on 
people leaving their homes. Hav- 
ing ascertained something of the 
travelling habits of the Greater 
London public, therefore, we 
must now decide how to bring our 
sales message before the people 
in the streets. 

Nowhere in Great Britain is 
there such an overall diversity of 
outdoor advertising media as in 
Greater London, To name the 
principal ones there are: speci- 
ally constructed sites (neon, flood- 
lit or daylight signs); bulletin 
boards (ie. the larger standard 
sizes), standard posting stations 
(solus and ordinary), sites on 
buses (outside and inside); Under- 
ground carriage advertising; 
Underground station advertising; 
railway carriage advertising; main 
railway station advertising; and 
van advertising. 

The first method of producing 
an overall coverage is (as in the 
provinces) to use posters, bus 
exterior panels and van sides. All 
of these in their various ways ap- 
peal to the traveller in the street, 
to the housewife; and above all 
they provide an overall coverage 
ot the whole area. If one is to 
distinguish between them in this 
general review it is sensible to 
say that one can build up a per- 
manent poster pattern which will 
ensure that one’s message is 
always on display in such 
positions as will ensure that 
known movement flows § are 
picketed; one can take the op- 
portunity of surprise which is 
inherent in the outside bus space 
in that the bus travels routes 
which have been dictated by 
demand (work, shopping, plea- 
sure, etc.) and that, therefore, one’s 
message passes through those 
areas which otherwise might be 
picketed by the static poster site; 
One May pul One's message On a 
van side and have a similar pat- 
tern of coverage to the bus side 
but with more diversions into the 
residential areas. 

Transportation advertising in 
London, as we have already seen, 
has several cards up its sleeve. 

Finally there are the special or 
large or neon sites. There are 
more in London than anywhere 
else in Great Britain because 
there are more focal points of 
traffic or night life—there are 
more places where the volume of 
audience justifies the larger out- 
door advertisement. 
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Careers for 


able Advertising men 


in Unilever 


HE Unilever business offers opportunities to advertising men because 
of the continuous need to solve the selling problems of more than a 
thousand products in over fifty countries. 


In Unilever the competent advertising man is a key figure, because 
this is a business where the techniques of advertising march with those 
of production and distribution. The problems he faces are often new, 
complex and difficult, but in dealing with them he commands resources 
which could hardly be matched elsewhere. A Unilever advertising job is 
harder and more exacting; but it is also more rewarding to the capable 
man who enjoys getting advertising to work harder. 


Continuing expansion is creating such jobs faster than they can be 
filled by promotion from within the organisation. Shortly, Unilever will 
be picking new men for a number of interesting positions in the U.K., in 
Continental centres, South Africa and other overseas countries. These 
jobs carry high starting salaries. 


Men chosen for these jobs must be between 25 and 40 years old, with 
a successful background in first-class agencies or in the advertising 
departments of national advertisers. There must be no doubt of their 
executive ability, their technical knowledge of the advertising business, 
and their capacity to hold much bigger jobs. 


Applicants, who will be interviewed in London, should write in the 
first place to Personnel Division, MWG/AT2, Unilever House, Black- 
friars, London, E.C.4. 


” pee ie 
3 a 223 ADVERTISER'S WEEKLY 7 
: aE. 
H ae a 
| : : a 
| aaaee;, 
% | . “Be 
gee 
_— ‘ 
| ee es 
; . 
} a 
| | Pe k "] ae 
J | a SS ds 
| 
_ 
| rr 4 
} j Be: a 
| £3 
4 i 
; at 
| : rs 
| a 
| Mes t 
: Pate tp 
| | - ’ ' 
a 
| - : 
: be 
a 
| e. 
} es § 
; a 
! fe 
| os 
| eet, 
| ee % 
| . + 
es 
. oe ‘ 
| _ 
| ae 
| Ey one 
| ae 
Mate 
EEE jj uit 
\ See 
- ats , Seems SS ; ie 
ne s Es Bg el <A yO vet ri aa, ae aed -_ ae” i ae a 
5 ae =. iar ‘ x ae eee an I a ke: 


ADVERTISER'S WEEKLY 


BOUT half-a-dezen moves io 
nearly 29 years give some 

indication of the way in which 
Sommerville & Milne Lid. of 
Glasgow, has expanded, par 
ticularly since the war, to become 
one of the biggest and busiest 
agencies in Britain outude London 

The other day the directors enter 
tained = sore of thew  chents 
and the press to the house-warming 
of thew new and spacious offices at 
216 Bothwell Strect. Kt was in a 
omall office in this same areet that 
the agency was formed by A. M 
Sommerville and the late R. Milne 
(a brother of F. Murray Milne, 
chairman of the Publicity Club of 
London) with a staff of two. Now 
“ numbers forty, including outsde 
“reps 

In the years that followed, until 
the outbreak of war, the firm 
occupied premises in Bath Street, 
and tater in Si. Vincent Place, to 
where Mr. Sommerville returned 
from the Army in 1945 

During the war years Miss N. I 
Harrie -now a = director —looked 
after the interests of the company 
which later moved to larger 
premumes in West Regent Street, and 
a few years ago occupied new 
offices in Oswald Street, Business 
cominued to expand and again the 
fem had to move. Now they have 
2! rooms in their Bothwell Street 
headquarters 

A policy of the firm is to put all 
members of the staff—exceg the 
office members through the 
various departments, cach of which 
is headed by a director, Sommer- 
ville & Milne now handle some 150 
accounts 

Outude 
potesere 


rough 


craftsmen, such as 
blockmakers, ctc., are 
in from time to time to 


At a luncheon party given by Robert Freeman 


R. D. Longmore, vice-president, 
to right: Ewart Berry. 
Robert Freeman, C. D. Rant, G 


talk to the staff on their respective 
work; and two directors of the 
firm, J. B. Omand and D. R 
Robertson, have done their share 
in helping it raise the standard of 
advertising iving lectures at 
Glasgow a Wen of Scotland 
Commercial College. 


* ao * 


THE PUBLICITY Club of London 
has never had a betier chairman, or 
one more deservedly popular, than 
Leon Goodman. His friends in the 
Club therefore felt that they would 


McKim Advertising Lid 
this country for a brief visit before going on to Italy for a holiday 
A. J. Heighway 


te somrm 


Racing 


EVIEW 


CHANGE OF ADDRESS 


as and from 


5 May 1952 


our address will be 


STATION BUILDINGS 
NEW BRIDGE STREET 
LONDON, E.C.4 


24 


Mainly Perdsonal— 


at the Dorchester, for 
of Canada, in 
Left 
W. Needham, 

4. Barnes 


R. D. Longmore, L 
le Fevre, W. Faux, € 


like to mark, in some tangible way 
their appreciation of his services 
and thew good wishes on the occa- 
sion of his recent marriage 

Members of the Club Council 
decided to arrange a small 
luncheon party, at which Leon and 
his wife would be their guests 
Postponed so that it would not clash 
with the Gala, this luncheon was 
held on Thursday at Frascati's—and 
a pleasantly informal and friendly 
aflawr it was 

FP. Murray Milne, as chairman, 
culogised the guests of honour in 
jovial vein, facetiously referring to 
Leon as “Nimrod, the mighty 
hunter, whose name is known and 
feared by every lion in darkest 
Africa.” He also recalled Leon's 
insistence, during his chairmanship, 
on reviving the annual Gala, now 
such a successful event in the Club 
year. W. R. Balch, Sylvia Weinberg, 
J. H. Brebner, G. artin Turner, 
Andrew Milne and Edward Preston 
each contributed a brief postscript, 
after which Leon responded, but 
there was no wearisome spate of 


designed by Harold Butler as a 
souvenir both of the luncheon and 

the memorable events during 
Leon's year of office. 


* * * 


LAST YEAR Latin America took 
1S per cent more British goods than 
did the United States, | am assured 
by Frank V. Norall, who has come 
over here to look after the Euro- 
ge advertising interests of Visidn. 

te also tells me that we have not 
been “terribly active” 
in these markets. 

If this is for lack of appropriate 
media, Visidn's new Portuguese 
edition, Visao, to appear in Portugal 
and Brazil on July 22, should help 
to make good the deficiency. Edited 
in Rio de Janciro and printed in 
San Paulo, it will start off with a 
guaranteed net paid circulation of 
20,000 for the first six months. Last 
year, Visidnm, claimed as the first 
news magazine in Spanish to cover 
all Latin America, quadrupled its 
circulation to 85,000 and tripled its 
advertising revenue 

Partly as a result of working on 
behalf of the Marshal! Plan—he was 
for a while E.C.A. information 
officer in Germany—-Mr. Norall is 
a six- anguage man: French, Ger- 
man, Span Portuguese, Italian, 


in advertising 
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Sommerville & Milne 
have moved yet 
again: Publicity Club 
London honours 
“‘Nimrod’’ Goodman: 
“Vision®"’ man will 
tell of opportunities 
in Latin America: 
Gee for girls! 


1952 


By CONTACT 


and—he added as an afterthought 
English! 

Although he will be concerned 
mainly with the advertisement side, 
he will also write a fortnightly 
“London letter” for his magazine. 
He plans to be here for three years 
and hopes to open offices in other 
European countries. 

In an effort to meet his wife and 
three children in Amsterdam, he 
flew from London there and back in 


one morning! 


* * * 


MORE AND more women are enter- 
ing advertising—at any rate Gee 
Advertising! This agency has had 
three daughters already this year: 
Accoum’ Executive A. H. (“Gus”) 
Franklin's Katherine, born in 
February ; Copy Chief G. Radcliffe- 

Genge'’s 


iJuliea, ios 
| March; 


and 

} artist Harry 

iL | Richardson's 
} Joanne Arm- 

r | Mrong, mn 


& a a | April 


4 
“3 What Gee's 
s 


| are now ask- 

: ing themselves 
: is, will Leeds 
ye branch man- 


ager Joe 
Wayne's 
second child 

expected 
before long—carry on the feminine 
tradition? This problem inspired 
arust Harry Richmond to produce 
the accompanying picture. 


* * * 


TO RESEARCHERS, market and 
otherwise, | commend the following 
observation of Lord Hollenden at 
the Wholesale Textile Association 
banquet 

“Statistics are comparable to a 
Bikini bathing suw. What 
reveal is suggestive, but what they 
conceal is vital.” 


WEEKS WISECRACK 


nN 


“I'm sorry, old man, but a 
rave notice from Copy- 
taster d "t 
cally entitle you to use 
the Directors’ wash- 


room.” 
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THE FINEST TESTIMONIAL OF ALL 


ve Fi | z. 


Repeat orders from y 3 well-known British 


advertisers who have for many years past 


regularly | keyed | their advertisements in 


— 


“Tue Sten Y 


rc Ric ‘ ow 
= 
7. 
: Fr es 2 


...and are still doing so! Proof indeed of the 


pulling power of these twin 1/3” magazines 


COMBINED SALES 437,239 JULY-DECEMBER 


(MEMBER OF A.B.C) 
£200 per PAGE - Q9/Id. PER PAGE PER THOUSAND 


And excellent visibility + first-class printing 


A. H. Mclsaac, Advertisement Director 
TEMPLE AVENUE: LONDON EC4: CENTRAL 3514 


ARGUS PRESS LIMITED - 6/10 
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Benson To Handle 
Toni Shampoo 
Ss. H. Benson Lid 


sinew ken 


ade pape 
campaign 


* supp 


ACCOUNTS MOVING 
Soup For Wasey 
W. Symington A Co. Lid. of 
Market Harborough, have trans 
ferred advertting for their powdered 
soups to Erwin Wasey A Co., Lid. 
, al 


onaught Rooms 
John Hadde 
nal newspapers 
Haddon's a Is? tak 
dv sing for 
made by C._H my 
1 weekly and month! 
used 
. 


Auger & lurmer Lid. 
> d for 


nov 


. 
Hyde A Partmers Lid. havc 
h 


coum of The 

‘ lid i 

ht vod ba Texfoan 
upholstery 
d packing Book ings 
t mmeport aircralt 
pournals 


Drawing by 


BEETLES 


represented by 


ARTIST 
PARTNERS Ltd. 
9 Lower John &St., 
London, W.1 


Gerrard 1157 
(3 lines) 
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CURRENT ADVERTISING 


New Pyrex Lines Will Get Big 


Ad. Support 


Large scale advertising starts this 
month for the new Pyrex Flame- 
“a for use im direct contact with 

naked flame, and Pyrex Colour 
« ming bowls and multi 
purpose sets of refrigerator dishes 
which are being introduced in three 
hades, pastel blue. primrose and 
pple green 

The campaign opens with double 
page spreads im trade papers, includ 
ng Hardware Trade Journal, Pottery 

and Pottery and Glass 
advertising will start in 


! msucs of womens ma 
ones using full colour pages Ss 
* Colourware. Pyrex Flameware 
| be featured in black and white 
| pages in the July issues. 

A new trade mark-—a crown—is 
cing used for Pyrex Ovenware and 
( olourware It was designed by 
Dewgn Research Unit who have 

» been responsible for a separate 

ide mark for Pyrex Flameware 

A prestige campaign for James A 

bing & Co. Lid, makers of 

products, is just starting in 

Jimes Economist Punch 

Review, Illustrated London 

class weekly and overseas 
pubheatons It is based on the 
theme of “Versatility in glass.” 
Agems for these campaigns are 
Stuart Advertising Lid. 

Pyrex Flameware was introduced 
o the press at a luncheon at the 
Dorchester on Monday organised by 
Votce and Vision Ltd. 


ew! ‘PYREX 
FLAMEWARE 


So ee eee ee 


prmnex FLAMEWARE & 


SE EEE EET RETR ok et NE eee 


One of the new Pyrex trade ads. 


The London office of Commercial 
Service Lid. is to 
advertising for Chard- 

Products Lid. An increased 
trade campaign is planned together 
with consumer advertising in the 
national press 

> > * 

New clients for Stuart Hirst Led. 
(Leeds) include Rosser & Russell 
Lid. (heating and ventilating engin- 
cers) Stafford & Co. (caravan 
distributors advertising in provincial 
press); Kanyon Son & Craven Lid. 
(Blanshees and several other pro- 
prictory nut lines im trade and 
provincial press); James Bromley 
& Son Ltd. (textile trade press); 
Horace Green & Co., Lid. (elec- 
trical motors in trade press); and 
Arthur Bailey (civi! and military 
tailors in provincial press) 

7. al * 


Reid Walker Advertising Ltd. 
have been appointed to handle ad- 
vertusing for Healthcrafts Led 
makers of sports goods National 
and specialised press advertising is 
planned 

. * > 

J. & T. Lawrie Lid. pipework 
engineers, have appointed Doig 
Advertising Lid. (Newcastle) to 
handle thew advertising 

* 

New acoounts for White Adver- 
tising (Birmingham) include Welded 
Wire Products Co. (trade and tech- 
nical press) Softa Mattresses 
(nationals), and Clifford Mouldings 
& Castings Co. (technica! press). 

* > . 

Clifford Bloxham & Partners Lid. 
have taken over all advertising for 
Catesbys, the Tottenham Court 
Road store. Space is being booked 
n London evenings, suburban news- 
papers, and architectu and build- 
ng papers 

* . al 


Bemrose Publicity (Co. Ltd. 
(Derby), have been appointed agents 
for Wood, Bastow (Flastics) Led. 

* . 


> 
White and Carter Lid. have been 
appointed agents for John Kimbell 
& Co., Lid, makers of heavy 
machinery (machinery and engin- 
eering trade press), and James 
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Farquharson & Sons Lid., producers 
of equipmem for canteens, ls 
and schools (publications covering 
several mdustrics). 

* * * 


NEW CAMPAIGNS 


Masias & Fergusson Lid. are run- 
ning a new scheme for Maltesers 
using national daily and Sunday 
papers, papers in Northern Ireland 
und Scotland, Radio Times, and 
women's magazines This is the 
first national campaign for 
Maltesers since they were reimtro- 
duced last year 

> al * 

A spring campaign is bemg run 
for Energen Rolls featuring a new 
18-day diet. Ads. are apearing in the 
Daily Mirror, women’s magazines 
and on bus sides. As part of the 
campaign a press party was held last 
week and a young lady from 
Forest Gate was introduced who 
has reduced five stone in six months 
through Energen, and a fish named 
“Molly” which will not cat bread 
unless it is Energen Agents 
General Advertising Co., Ltd. 

* * >. 


First consumer advertising for 
Cooper and Roe Ltd. has started 
with a 12-month scheme of quarter 
pages in women's monthly maga- 
zines for Shepherd and Stella under- 
wear. Trade press advertising con- 
tinues Agents 
Co., 5 

* > 

Max Factor Lid. are running 
what they describe in trade press 
advertising as “the greatest promo- 
tion idea for extra sales volume in 
the cosmetic industry coupled with 
the biggest, most concentrated ad- 
vertising campaign in our history.” 

ey are introducing what they call 
“The Promise’—the “fresh, young 
and natural look” which is being 
featured in advertising in national 
newspapers and women's magazines 
including full colour and black and 
white spaces The campaign will 
run until the end of June by which 
time it is claimed that 160 million 
printed advertisements will have 
appeared. Agents: Crane Publicity 
Ltd. 

> * * 


RADIO CAMPAIGNS 


Window stickers are being distri 
buted to retailers ticing up with 
“Sports Parade the new Radio 
Luxembourg show sponsored by 
Gillette and provided by Hector 
Ross Radio Productions Agents 
W. S. Crawford Led. 

* * * 


OVERSEAS CAMPAIGNS 


Silvikrin Laboratories Lid. are 
taking space for Silvikrin in Aden, 
Barbados, British Guiana, British 
West Africa, Cyprus, Hongkong, 
Jamaica, Jordan, Libya. Malta, 
Portuguese East Africa, Sarawak. 
Sudan and Trinidad. Both Silvikrin 
and Silvifix are being advertised in 
British Fast Africa, Ceylon and 
Malaya. Agents: Intam Ltd. 


New Jenolite Ads. 
Follow TV Show 


Pamphlets. multi-coloured display 
cards and window stickers are being 
circularised to retailers for Jenolite 
rust remover 

They tic-up with the recent fea- 
turing of Jenolite on TV's “Home 
Handyman programme and on 
“Woman's Hour.” 

$0,000 three-colour showcards for 
window and counter display were 
released on the evening of the tele- 
vision showing. 25,000 “Stickers” 
worded “As Featured on Radio and 
Television” are being produced. 
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ELECTRIC NEWS L® 
> 4 ove 2 MEE L LE OWN people visited the 195! Blackpool Illuminations. 


WHY NOT MAKE A SHORT TERM RESERVATION? 
A SEVEN WEEK PERIOD (September Sth to October 20th) 


At an inclusive cost of £I7§ during which time your advertisement will be shown 


78 TIMES PER DAY 


(Il am. to Midnight Excluding Sundays) 
EDWARD STREET, BLACKPOOL 


"PHONE 24680 
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We 


Birming 
Fair, press 
emrusted 


THAT attendances at 
han Nua ne Trades 
t for which were 
t mer & Turner (tirnungham) 
Lad 10 per cent above the 
1 and broke al! records 
. > 
THAT new members of the Incor 
porated Society of British Adver- 
. " Babcock A Wilcon Lid 
the Ma mng Engneering Co., Lid 
and John Skelton & Son, Lid 
* * ll 
handbook on screen ad 
Denmark has been 
Danish Association 


THAT a 
vertiang n 
published by the 
of Advertisers 

. . + 
Michael Frederick, has 
ro to the wife of Frederick 
‘ Dench, general advertisement 
manager of the Express group in 
Scotland 

. . al 
THAT a specially strengthened red 
barrel has been given by Watney's 
for orang-utangs at Bristol Zool to 
play with 

. 


THAT « son 


been bo 


. . 
THAT Keith, younger son of W. J. 
Seymour, of the Warren Seymour 
Co. Lid., has won an engineering 
a ) sh p with General Motors 
leaves in Septem 
n America 
. 


THAT 
om 


24 members pre 


talk Alan Betts to 


Hear— 


Harrow Young + pl A on 

“Commercial Radio Tele- 

vimon,” said they would “= to see 

sponsored radio and televimon pro- 

viding that the B.B.C. also con- 

tinued to function 
* 


*. 4 
THAT G. O. 
managing director nun Alfred a 
berton Lid has had two oil 
paimings accepted by the Royal 
Academy for hanging at this year's 
Summer Exhibition 

* * 
THAT the Mayer of Birmingham 
has asked local firms to sencil 
export crates with the words “Mack 
n Birmingham, England” and ect 
much valuable publicity” for the 


ony 
. * * 
THAT Dennis W. Mayes has been 
appointed London representative of 
the Drogheda Argus and the 
Monaghan Argus 
* * 


THAT leading Danish 
to 


devised by Wahl Asmumen & Co. 
o . * 

THAT suggestions that 60 per cent 

of umber imports are consumed by 

— for exports and that the 

ousing programme is adversely 

aflected as a result, are discounted 


LIVYVVVVVVVVVVVVVVVY) 


all types of 
Postal 


~ 


Containers and 


Strawboard backed 


Envelopes 


made specially by 


Geltot- 


Whitman «Co 


Rodney 4560 & 6165 


by the Timber Development Asso- 
ciation Their estimat “Nearer 
40 per cent, much of which was in 
any case unsuitable for building.” 
* > 
THAT ai the 8th annual dinner of 
the Newspaper Press Fund * 
announced that donations for the 
fund for 1952 had reached £18,000 
* 


wee 


THAT Caltex (Treland) 
been admitted to memb« 
Association of 
Ireland 


Lad. have 

ship of the 

Advertisers in 
Total membership is 74 

. * 


THAT “Sparky’ : 
Dalmatian fire-fighting dog —is the 
latest symbol to be introduced by 
The Advertising Counci! Inc He 
will be featured in home fire 
prevention campaign in America 

* * 


rtooned 


THAT following the Gov 
decision that the CO! 
Film Library should end 
operate on a self support 
a hire system will replace the old 
sytem of free from the 
beginning of Junc 
* > 

THAT exports of offi quipment 
during the first three months of this 
year were the highest ir slue for 
the first quarter r nv year, 
amounting to £2.634.066 (machin- 
ery), and £540.89! (safes and 
cabinets) 


rament’s 
Cemral 
vour to 
ng basis 


loans 


* * 
award for the best 
industrial = sponsored film in 
Canada in 1951 has gone to 
“Packaged Power.” « 32-minute, 
16 mm. colour sound film, produced 
by Crawley Films Limited of Ottawa 
for Aluminiam I[1td.. Montreal. 
The award was made by the 
Canadian Film Awards Committee. 
> * * 
THAT a new-style ro 
ing the exact location of Ford main 
dealers in 38 towns and listing the 
names and addresses of all Ford 
main dealers in Great Britain has 
been published by Ford Motor 
Co., Lid 
* * * 
THAT the third lecture in the 
series “Creative Advertis 
given at the Wolv 
College of Art by 
who spoke on display 
tons 


THAT the 


id map show- 


and exhibi- 


> * * 
THAT representatives of Dutch, 
Belgian and Norwegian public rela- 
tions organisations wil! be present at 
the Institute of Pub Relations 
snnual week-end conference at 
Hastings. May 9-11 

> - * 
THAT = Kingston 
Borough Counc public 
new crematorium b al press 
advertisements and d bution of 
cards and leaflets ough local 
undertakers 


Thames 
ising a 


May 1, 1952 


Relaxing between sessions ait the 
study week-end held by the York- 
shire branch of the §.D.M.A.A. 


Yorkshire’s Third 
Study Week-end 


Some thirty people attended 
five sessions at the third annual 
study week-end of the Yorkshire 
Branch. Society of Diploma 
Members of the Advertising 
Association, at the Cairn Hydro, 
Harrogate 

Mrs. Beatrice Warde, publicity 
manager, Monotype Corpora- 
tion, Lid., spoke on “Advanced 
Typography.” Major Cc. W. 
Cousland, technical production 
manager, W. S. Crawford, Ltd., 
discussing Printing for more 
sales,” urged adaptation § to 
changing conditions. 

W. Gregory, Gallup Poll statis- 
tician, spoke on “Market Re- 
search” and on “Copy Testing,” 
and F. Winterburn, production 
manager, Gordon Advertising, 
Ltd led a discussion on 
“Production.” 

A. Bruce MacColl, chairman of 
the Society, in congratulating the 
Branch, emphasised the impor- 
tance of ethical advertising to a 
democratic nation 

A message of 
was received from Sir Miles 
Thomas, president, Advertising 
Association 


congratulation 


Change of Name 

The name of Court, Froud & 
Mastin Lid., of 92 Victoria Street, 
S.W.1, has been changed to Court, 
Froud Advertising Ltd. S. L. A. 
Mastin, who has been a non-active 
director since the company's forma- 
tion, has now retired. The policy 
remains unaltered 


ADVERTISING 
DIARY 


Monday, May 5. 

YOUNG NEWSPAPERMEN'’S Asso- 
CuTION annual meeting Newpaper 
Society offices, Whitefriars House, 
415 cm 

Puaticrry Cius oF Lowpow. The 

of London on “Publicity 
rch to-day.” Waldorf 


“* 
INSTITUTE OF PuURLK — 
luncheon. Claude C. J. Simmonds 
“¢ an Pubtic Relations help the 
1 7 Horseferry Road, 


us oF 
Spe 
King 


Leeps fun- 
ker Si 


Edward 
Restaurant 
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C. R. CASSON LTD 


HAVE 


MOVED 
FROM 
29 HERTFORD STREET 


To 


S 1X 
Aldford Street 


PARK LANE, W.1 


TELEPHONE: GRO 4921 
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SUDDERICK & 


co., LTD. 
aati Pe of 
from @ - per | 000 
Al short bist of cum limes 


ma tor ste and 
nylon stockings 
moTH 


Publications News and Notes 


cCROID MaTCHEs quick repair to 
broken ornaments 
SOAP LEAVES for sport and trave! 
© O.T. Cards Fly provection. 
1, eM, ote 
In thirty years our 
become World-wide 


LTD., 25-27 Sefton Road, Walton, Liverpool, 9 


ADVERTISING GIFTS 


We offer a wide range of advertising novelties and 
goodwill gifts which can be marked with your name 


BOR Ss oe SE 


SUDDERICK & CO., 


Greeting Kenneth Brown, president of the Newspaper Society, at the 

Sth anniversary luncheon of the Portsmouth Evening News are Samuel 

Storey, MP. tchairman, Portsmouth and Sunderland Newspapers, Ltd.), 
and Miss Jacquetia Storey 


or trade mark providing 


excellent publicity 


Please send at once for our 1952 illustrated catalogue 
and price list covering over 150 items. 


ACLAUR 


\ pectas in 


viimg Gall 


106 BACKFIELDS, MOORHEAD, SHEFFIELD 1 


Phen SHePPIPL 29705 


Grams: Grrrs SHerrim.p 


Can you handle 
a medical 
account 


and feel satisfied that you have 
covered the market for your clients 
if you have not included “FIRST 
AID & NURSING’? Don't forget 
that there is a vast semi-medical 
public intensely interested in the 
pages of this old established journal 


Rates and specimen suppled with pleasure 


“HIRST AID & NURSING 


2 FINSBURY SQUARE, E.C.2 


MONarch 154! 


AGFACOLOR 


will come ote ts own age thes summer 
Order Now 
Developing Service § days 
Cameras, Roll Fiima, Entargers, materials! 
Developing. Printing, Entarging 
Dept. A W 4, DIAMOND FILMS 
124 Oatiands Drive, Stough 


FOR FOLDING 
BOXES 


us, SON 4 WATTS LTD. 
2-4 EPWORTH ST. yeneen, 2 


MONS 


With an extensive coverage 
of prosperous industrial and 
agricultural areas of Beds, 
Herts and Bucks, the Home 
Counties Newspapers Group 
of eleven individual local 
newspapers is an obvious 
choice of the astute adver- 
tiser who seeks coverage, 
service and value. 


HOME COUNTIES 
NEWSPAPERS — 


se 45/- x 


Represented in London by 
WILL KITCHEN, jr. LTD. 
13) Pleat Sereet, E.C.4 Cantral 1960 
Head Office LUTON Phone 5050 
Advertisement Manager Cloude W Gilder 


Seventy-five 
On Monday 


The Portsmouth Evening News 
celebrated its 75h anniversary on 
Monday A ccial souvenir num- 
ber was published A commemor- 
story luncheon was held at which 
Samuel Storey, M.P., chairman of 
Portsmouth and Sunderland News 
papers. and his fellow directors 
emertained the Lord Mayor of 
Portsmouth (Alderman A. Johnson) 
and over 100 leading citizens of 
Hampshire and the Isle of Wight 

* > al 


Food Manufacture, «4 Leonard 
Hill publication, celebrates its silver 
jubilee in June with a special issue 

* * 

Marking a new departure in the 
pubhcations policy of the Ford 
Motor Company is Ford Family, 
which is designed to interest the 
19,000 employees and their families, 
and to form a link betwee 
and Ford factories overseas 
cation will be bi-monthly 
Works News, previously 
will now be published 
newspaper format 

* * 


weekly 


* 
Readers of §S Record arc 
invited to send in details of good 
sporting performances The best 
will be awarded engraved Ronson 
hghters for the Performance of 
the Week.” This offer is to en 
courage the ordinary sportsmen as 
distinct from the stars 
* * * 
Founded more than “0 years ago 
by Lady Rhondda, and sill edited 
by her. Time and Tide now appears 
mn a new and improved format, with 
slightly smaller pages i new type 
On the cover, wher he leading 
article used to be, the sa list of 
the chief features and their writers. 
The number of pag increased 
and new features added 
* . 
Neat issue of Go, recently re- 


What can a letter do? 


Turn over the soil, prepare the seed- 
bed. nourish the plant and horvest 
the crop! Let me write your next 
Sales Letter Campaign for a bumper 
yield 


PIPE. \7 PEAR CLOSE.NW9 COL 5366 | 


| acquired by the founders 
June holiday number ger 
Smuthell’s Editorial and Publishing 
Services take over responsility for 
edtorship 

(formerly of BBC 
becomes advertisement 
assisted by G. H 
Rex-Hassan 


| from Kemsicy Newspapers, 


Gordon-Lennox 
Publications) 
manager, 
Galloway; Cyril 
consultant in market- 
ing and sales research, becomes 
managing director and Ronald 
Nerdrum, who founded Go in 1948, 
will be an active director 
* * . 


Drapers’ Record has published a 
booklet on children’s wear called 
“Tots to Teens kt covers the 
market from infants to teen-ager 
wear and embodies a guide to the 
latest merchandise on the market 
and that planned for autumn sales. 

* * * 


An important part of the service 
to Brush industry provided by the 
technical press is support of over- 
seas trad With this function in 
mind The Motor for May 7 will be 
s Briush Motor Industry Number 
designed primarily for export 
markets 

. * * 


lliffe’s Metal Industry for Friday 
will be a special number covering 
exhibts of interest to 
ferrous metal industries in 
Birmingham section of the B.LF. 

* * > 

Machines for duplicating, 
envelope opening and scaling, calcu- 
laine addressing and ledger 
posting will be among the products 
shov.n by the exhibitors, numberin 
nearly 200 at the Mechanica 
Handling Exhibition and Conven- 
ton To be held at Olympia, 
June 4-14, it is organised by tlitte's 
Mechanical 

* * * 

Coverage of the B.LF. in Temple 
Press journals will include illus- 
trated previews of the appropriate 
exhibits in the May issucs of Light 
Metals. and The 


y Overseas 
fF ngineer. 
* 7. - 
Sixteen-page industrial review of 
Leicester and Leicestershire—first 
of its kind since the war—was 
carmed in the Leicester Evening 
Mail on Monday 
> > > 


General offices of British Crafts- 
manship are at 12 Duke Street, St. 
James's, London 
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News About People 


On Monday evening the directors of F.C. Pritchard. Wood and Partners 
Led. entertained two members of their staf! who won two of the nine awards 
in the Advertising Association essay competition, Ben Brickman, media 
research, who gained a first prize travel bursary of £100, plus £25 from 
the board of P.W.P.. and Bob Roberts, assistant account executive, who 
won a second prize of £10. L. to r.: Ben Brickman, Sinclair Wood (chair- 
man, Conference organising committee), Bob Roberts, Wm. C. Thielé 
(chairman, Advertising Association education committee), Leslie E. Room 
(director-general, Advertising Association). 


Packaging Institute Council 


Elected to the Council at the -—— . 
annual —y of the Institute of (of Dolan Davis Whitcombe & 
Packagin irmingham last week | Stewart Lid. In America he was 
were: J S Castle (Eburite Corru- ‘active for Bata and the Hawker- 
gated Containers Lid.); A. W. Cox Siddeley Group, and was much in 
(Gloy-Empire Adhesives Lid.); comact with business interests 
E. H. Dickems (Marks & Spencers which are expected to launch sales 
Lid.) who is immediatg past chair- drives for products including 
man of the Institute; T. Dyke chlorophy 
(chairman, finance committee); and * . . 

» «¢ .  Ridgewell (General Frank Weintrop, who for some 
Electric Co., Lid). years has been in the publicity and 

At the annual meeting of the  cxploitation department of General 
three areas of the Instutute the Film Distributors Lid. in London 
following were clected: Midland latterly as assistant to the exploita- 
area: chairman, D. S. F. Raymer tion manager, Roy Penney-—has 
(Slecure Lid.), vice-chairman, H. been appointed the company's pub- 
Jeflord (Wm. Gosling & Son Lid.). licity representative for Newcastle 
Northern area: chairman, C. KB. and — East _aoune. 

Boundy (Siandard Brands Lid); * 
vice-chairman, A. W. Cox (Gloy- Miss Hi R. Minchell has returned 
Empire Adhesives Lid.). Southern from Birmingham to take up an 
area: chairman, J. Morris (Samuel executive post with Mitchells Ad- 
Jones & Co., Lid.); vice-chairman,  vertising Service, Glasgow. 

J. Sehwartz (Briush age ay a 

Lid.); honorary secretary, N 


Phillips (Metal Box Co., ba OBITUARY 
* * * . 
Reginald Lawson, assistant adver- E. K. 


usement manager of Business, has The death has taken place of 
been appointed advertisement man- £ K_ Endersby, for 25 years circu- 
ager of Personnel Management, ation manager of the Evening 
Welfare and Industrial Equipment News. He had been ill for some 
oo . a months and only recently left a 
Major W. H. O'Dell has been London hospital. He was 57. 


appointed to the Board of the J Hel ton 


Carton Berry Co. Ltd. Major 
O'Dell joined the company in James Hebenton, former circu- 
lation manager of the Glasgow 


December 1949, on release from 
Herald and allied papers, died on 


the Army. 

* * * Sunday at the age of He retired 
Back in Britain after a two in 1943 after Ci ving been associ- 

months business trip to America is ated with the Outram Press for 28 

Patrick managing director years. 


ADVERTISER'S WEEKLY 


(errr: <_——— 


The immense readership # 
interest and confidence in 


METALLURGIA 


GIVES FULL VALUE TO TECHNICAL 
ADVERTISING 


EMMOTT & CO LTD 3 KING ST. WEST MANCHESTER 3 
LONDON OFFICE. 21 BEDFORD STREET. WC 2 


Facts... 


Ne. 2 


AVERAGE NET SALES 


(A.B.C, JULY-DEC. 1951) 


o.28:5 


COPIES PER WEEK 


Over 1.700 copies of Advertiser's Weekly 
(21°5°,, of total sales) are read regularly by 
Directors and Executives of ADVERTISING 
AGENCIES who spent in a recent year an 
amount estimated at £52,210,000 on behalf of 
their clients (42°,, of the total national advertising 
expenditure.) 


FACTS 
No. I 
Nearly 4,000 copies (481°, of total 
sales) go to National and Regional 
Advertisers whose annual advertising 
expenditure exceeds £100,000,000. 


Advertiser's 
Weekly 


The only journal devoted entirely to advertising 


ise FLEET STREET, LONDON, E.C4 
Tetephowe CHAerery 844 (15 lees 
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ADVERTISER'S WEEKLY 


ciperiemed 


AR TIOT 
me { 


yoquired 
harem for printers Hiock 
experience an adv 
“ates ee 
ood salary required, w Secretary 
Greenty’s Led. © Berkeley Street, W ! 


Layout 
artist 
wanted 


Appointment by telephone 


McCANN - ERICKSON 
ADVERTISING LTD 


TEMPLE BAR 6600 


wat > ee 


ASSIS. 
2s) ae for 
tat Cum 


wth Ga for journalom and plenty of 
Tempo wna 
Rea 429) Ad Weekly 180 Pleet St BC4 


bar 3 AND LETTERING ARTIST 

female) required by North 

We = t Ae a Stud Write, stating 
experience and salary required 

fon 4285 Ad. Weekly 180 Pleet St BC4 


SALES 
MANAGER 


required for rapidly 
London Company marketing 
well-known product with wide 
industrial and advertising uses, 
Only tirstt class men of excep- 
vuonal ability and drive need 
apply Thies will be a well-paid 
appomtment with substantial 
tm omagy for the right man 

ephes, which should be fully 
detailed, will be treated in 

confidence 


expanding 


aur 
Adverticer's Weekly 180 Fleet 6 EC4 


EFFICIENT 
SHORTHAND TYPIST 


Secretary to 
Advertising Manager of 
group of leading Perfumery 
and Cosmetic Preparations 
Knowledge of advertising 
routine and procedure an 
advantage but not essential 
Good conditions with S-day 
week and canteen facilities 
Apply in writing, stating pre- 
sent salary, to Advertising 
Manager. 


J. C. Gambles & Co, Ltd. 
209/215 Blackfriars Road, 
London, S.E.1. 


required as 


yet within an hour 
Pleasant modern 
@owing agency 
etme post to & senior 
spate of fret class lettering and 
“hing, preferable one with engin 
’ caperence W rite — e’ving 
crience and salary 
Ad Weekly 180 Fleet Ss hes 


ny THE COUNTRY, 
rom Leadon, the 

{ . vely 

an inter 


WEST SURREY AGENCY has yd 


mm and qui 
Box 4292 Ad Weekly 180 Pleet S& BC4 
First class ali round general 
required for London Studio 
salary and holidays 
in first instance 
experience and salary required to 
Bou 4127 Ad. Weekly 180 Fleet St BC4 
OUTDOOR ADVERTISING, Exper 
emed Site Finders required for London 
tad the Provinces Generous salary 
commission and capenses to men abic 
to produce good results. Positions will 
be permanent, and cacelient possitili- 
ties to the right men Write OGrst 
instance. giving full particulars to 
Box 9688 Ad. Weekly 180 Fleet S% BC4 


ability 


ment and salary 


EXPERIENCED 
VISUALISER 


required for Malaya by 
MASTER'S LIMITED, 16-c Cecil Street, Singapore 


This old-established European Advertising Agency seeks 
the service of an experienced visualiser with sound creative 


Personal interviews will be conducted in London by a 
director of the Company who will supply terms of appoint- 


Applications should be addressed to ‘‘Visualiser,”’ clo 
Export Advertising Service, 
273/287, Regent Street, W.!, accompanied by full details of 
personal history, past and present employers, etc. 


Ltd., Roxburghe House, 


C. J. LYTLE (ADVERTISING) 
LIMITED 
REQUIRE A YOUNG 
CREATIVE VISUALISER 


This @ & somewhat unusual post that 
does not fic neatly into the norma 
Agency departments We require a 
young Man, of woman, with real creative 
ability of their own, able to produce 
good design and « slick visual from « 
penci! scribble or an idea 

Alongede this ability he of she 
should havé the desire to develop chent 
contact as assistant to the Account 
Executive 

For the right person it offers a certain 
freedom of expression and the satis- 
faction of working on an interesting 
international account that presents 
endiess scope for good design 

Write to 167, Oxford Screet, London, 
W.1, giving brief details of experience, 
salary required, etc.. but no specimens 
with your letter please. Or if you wish 
telephone for an appo;mntment to 
GERrard 5462, extension 4 


May 1, 1952 


APPOINTMENTS VACANT 


ADY ERTISEMENT 
SENTATIVE REQUIRED, 
for group of high<lass 
Journals we, giving full details of 
experience etc 
Box 4343 Ad Weekly 180 Fleet St BC4 
COMMERCIAL ARTIST. First class all- 


attractive South-West of England. 
working conditions, welfare @ super 
annualion schemes Apply by letter, 
sating salary required and enclosi 
appro —— oy A fowr specemens of ¥ 
teh ues, te 

Box 4285 Ad Weekly 180 Fleet St EC4 


Good 


working with a omall agency 
mainly occupied on technical or trade 
accounts. Here he will have shown 
his ability to dig out and digest facts 
sense the news interest im them and 
use u eflectively 
The opportuntty open at The Robert 
Freeman Company is for a man with 
this kind of experience but also a keen 
take on greater respons- 


A fully trained man in all branches 
of production routine, including non- 
press, to handle national accounts. An 
immediate vacancy 


ALSO 


assistant in Production Department 
must have knowledge of production 
routine, to be trained for senior 
pesunon Ase around 22 


Weite to Production Manager, The 


Robert Freeman Compan) Limied, 12 
Mill Street, W.1. 


Young Lady, 
we have a job for you— 


if you can write fashion and 
general copy, have had several 
years’ advertising experience 
with a Departmental Store or 
retail organisation and are 
now looking for a better posi- 
tion with an even better 
“future.” 


But— 


you must be good at your 
work, keen and adaptable. 


If you think we are add 

you, please write in confidence 
to the Staff Manager, giving full 
details of experience and salary 
required. 


Harrods also have a vacancy for 
an experienced Copywriter who 
requires part-time employment. 


HARRODS LTD. LONDON, S.W.i 


AN OPPORTUNITY for young men io 
carly twentics Of matrkulation siandard 
as itaimeecs for kLxccutive positions in 
@ Modern Ouldoor Advertsing Organn- 
ation SmaTy paw durlmg UWamng 
Applications im own handwriting, giv- 
img Sec and caupericnce, by icticer only 
w A NEWTON LTIb., 
Borkcicy Sweet, W.1 

A TECHNICAL WRITER required by 
firm in N.W. London arca manufactur- 
ing aircraft eclecwical equipment 
Applicants mrust have concise style and 
be capable of compiling technical 
specications from data or 
Electrical knowledge 
position & superannuated 
considcrabic scope to an ambitious man 
with adequate 
Stating experience, 
required to 
Box 4342 Ad. Weekly 180 Pieet St BC4 

AN EXCELLENT OPPORTUNITY cxisu 
for a representative able to sell adver- 
Using space in an important monthly 
technical journal covering an importan: 

be under 

full details of 

Box 439. ad Weekly 180 Fleet St BCs 
N wanted by a 
Organisation in 

very high quality 


colour work. We would prefer a man 
fully experienced ot 


tename Ability tw do 
neat layouts and adaptations an advan- 
lage Production intelligence and 4 
= ps are . eeere. ge og 


day week. 
bor 4340 rv cekly 1 180 Pieet St BCS 


RARE OPPORTUNITY 


’Phone your Classifieds 


required w 
Box 4329 Ad. Weekly 180 Flee St BC4 


Required to do slick lettering, 
type layouts and general design. Right 
man will assist in management sales 
& progress, commencing salary accord- 
ing to ability 


Box 4365 
Advertiser's Weekly 180 Fleet 81 EC4 


STUDIO REPRESENTATIVE required 
for commercial art studio. Write giving 


details to 
Box 4341 Ad. Weekly 180 Pieet St BCs 


to CHA 8844 (Ex 25) 
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SOUTH 
AFRICA 


Expanding advertising house 
has vacancies with good 
salary and bright prospects 
for the following 


|. Production Manager with 
full knowledge newspaper, 
magazine and printing job 
rouune 


2. Account Executive with 
full knowledge of printing 
processes and flair for 
layout 

3. Commercial Artist with 
all-round ability and 
experience 


Candidates, who may be inter- 
viewed in London within the 
next two or three weeks, 
should supply details of 
experience and positions held 


within last five years No 
original testimonials or art- 
work should accompany 
applications. 

Box 43466 


Advertiser's Weekly 180 Feet St ECS 


s. a _ Sareper LTD., arc secking the 
‘ wr 


cally able production 
assistants *y qualify tor consider 
ation applicans should m thew 
arty wentics should be conversant 
wth he technicalitics t production 
work and = should have had some 
aec™ experienc Applications, giving 
details of age eupericnce and salary 
equir wuld be sent the Pro- 
duction Director, S. H Benson Lid 
Kinrsway Ha London, W.C 2 
ARTIST capabic of producing first class 
still lit drawings. colour and biack 
and whic 


Box 4298 Ad 


ARTIST 
WANTED 


for finished artwork, lettering & 

typographical layouts 
(Showcards, leaflets, displays. pack- 
aging). Ability to use airbrush! or 
presentation drawings an advantage 
Must be capable man with really 
first-class finish. Send specimens in 
first instance Stating experrence 
and salary required, to Miss Jobbins. 
cdo 


Weekly 180 Fleet St BC4 


W. M. de Majo 
33 Jubilee Place, $. W3 


ADDRESSOGR APH OPERATORS 
equired. age 19/25 S day 


ne 
We me 183/193 
Euston Road, N.W.1 


PRODUCTION ASSISTANT, 25-35 
wanted for busy promotion department: 
Mf leading London mx jical publishing 
house Esseotia gualifications are a 
good knowledge f wpe and the ability 

wandic cfficient!y n mechanna 
cta ~ advertisements, folders and 
book cts A knowledge of layout 
would also be heipiw S day week 
Own staff advised ~ this vacancy 
Picase write fully giving aec. experience 


and salary required 
“ 


Bow 4358 Ad © Ficet St BCS 


‘CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


— CHING ARTIST. Dec to expan 

on we require « further Great class 

Res. wher. The position will carry « 

i lary and holidays as arranged 

wr fully ~_~ age. cuperience and 
aT) rowuer 

Box 4328 Ad eWeekly 180 Fleet St BCS 


LAYOUT 
MAN 


Able to design and carry 
out good finished lay- 


outs. He, or she, must 

also have a_ sound 

knowledge of  typo- 
graphy 


Write to the Art Director 


S. H. BENSON LTD. 
Kingsway Hall, W.C.2 


PRODUCTION MAN with initiative 
required. Experienced MAIL ORDER 
Biocks and Copy Detail, Write stating 
aac, capericnce and salary required 
Box 4357 Ad. Weck y 180 Fleet St EC4 

pg td ART DIRECTOR with 

knowledge of studio working for 
~—F — ondon apporatmen'. 
Write experienc 
Box 4295 Ad Weekly 180 Fleet St BC4 


TWO YOUNG 
COPYWRITERS 


WANTED BY 
GLAXO LABORATORIES LTD 


The Advertising Department 
of Glaxo Laboratories Ltd. has 
openings for two young copy- 
writers. One should be agency 
trained on general accounts ; 
the other should be specially 
familiar with retail pharmacy 
and will be closely concerned 
with technical writing. Appli- 
cants, who may now be earn- 
ing about £450 p.a. and who 
seek progress and stability in 
a lively, happy team, should 
send personal ‘details, with 
specimens of good published 
work to the Senior Personnel 
Officer 


GLAXO LABORATORIES LTO 
Greentord, Middlesex 


, COLOUR PRINTER require « 


SALES 


REPRESENTATIVE who can bring 
comme <cOmmection for heh clas 
letterpress. Works cupericnce an 


area 

Box 4245 Ad. Weekly 180 Fice: St BCS 
HOWARDS FRESS ADV 
Bridge §= Sarees 

require Agency-trained 
arts for studio Ex med in pro- 
ducing Roughs and Finished Work m 
une wash and colour Exjeliem 
opportuntty for keen young” ail 
rounder. Phone: BlAckiriars #771 


SECRETARY 


required by Admrpiing Manager of 
world preparations 
Good shorthand ond typing essential 
Age 25/35 Interesting and responsible 


poston in pleasant @ surroundings 
S-day week, excetlent canteen facihoes 
etc. Apply 


Honeypot Lane, Stanmore, Middlesex 


2 mina Queensbury Station (Bakerioo 
Line) Wordsworth 432! 


SECRETARY SHORTHAND TyPist 
fequired for vechnica! journal publishers 
asccd 24-8) Matriculation standard 
ewential Must be conkientious and 
a Write fully giving details of 
apereence to the Managing Director 
Joon Trundell & Partners Lid. Tempe 
Chambers, Temple Avenuc, £.C 4 


LETTERING a LAYOUT ARTIST 
required foe mat! but Progrestive 
studio F rst an work only. aso 
FIRST CLASS GENERAL ARTIST 
one preferably capable “w lettering 
Apply stating age caper ence 


salary required to 

Box 4512 Ad. Weekly 180 Piee 
Shorthand type 
proof reading 
experience an 


Ss bos 


and some 
ad: antage 
Box 4164 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


advertising 


im SPECIAL ANNOUNCEMENTS 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


ror ALL ommee ca} ant phone ML'S 
7a w tridec, 23 Bloomsbury 


CHALCROFT LIMITED offer a first- 
class “on the 

in = Seowth Africa 
Zealand. Canada. india and Pakistan 
Please ‘elephone 

PADdington 9266, or write, 
Thanet House, Craven Road, W.2. 


ACCOMMODATIO 


STUDIO SPACE for free lance 
atmosphere, light, heat and use of 
phone. Centrally situated. Some work 


eg 
ms 4313 Ad. Weekly 180 Fieet St BCS 


Modern organisation and plant Regular 
read collection and delivery service to 
London (35 miles). On main tine. Ask 
fer Leadon representative co call. 
Printers to the trade for 50 years 
WH. CARLING & CO. LTD. 
Hitchin, Herts, Hitchin 93 


CANDIDATES FOR 
THE AA., LLP.A. and 1S.M.A. 
EXAMINATIONS 
are offered a coaching service 
which has won remarkable 
successes, including a large per- 
paren Hy the AA. ~ 

a in recent years 

1.S.M.A's Pickup Medal in i944, 
1946, 1948. 1950. We also 
offer non-examination Courses, 
both comprehensive and 


SHORTHAND-TYPISTS, Private Secre- 
taries, Clerks, etc. If you ‘one esgeat Specialised, in modern Advertis- 
of staff. comtact Embassy Bureau. ing. a and Sales 
Exce! House, Whitcombe Street, W.C. 2 M Send for 28- 
(WHitehall $924). We specialise in sos boule our 
efficent personne! let * la 7 te or 
BOO! i pase 1 
me J ay omen ” (36 ee 
Printers. G ‘ Sfx_| | ments” (36 pages). Each is pack- 
Ge pucterice Replics weated in ed with practical information. 
x ience. 
Box 4258 Ad. Waeekly 180 Fleet St ECS They are free. So are the willing 
CREATIVE VISUALISER 05) five | | Services of our Advisory Depart- 
years experience on Nations - Tech. | ment 
i . t cadin ond 
_~, ew INTERNATIONAL CORRESPONDENCE 
Box 4351 Ad. Weekly 180 Fleet St BC4 SCHOOLS LTD., Dept. A.W. 22 


ADVERTISING MANAGER 


aged % experienced all aspects 
At present with prominent 
engineering concern secks new 
appointment in or near Birming- 
ham. 

Box 4272 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG LADY 123. secks position as 
Assistant Adv ertmemen! = = 
ompetent non to fesponwhiity tv 
years gxperte 
Box 4) Ad m Weekly 180 Fieet St BCS 


First-class Art Director of great 
versatility with wide home and overseas 
experience in positions of importance 
and responsibility «© interested in 
change and could shortly be available 


Box 4337 
Advertiser's Weekly 188 Fleet & ECG 


FREE LANCE SERVICES 


FLUORESCENT gummed letters and 
rumerais. samples from 4) Strathficid 
Gardens. Bark’ng, Essex 


’Phone your Classifieds to CHA 8844 (Ex 25) 


Come to Stand No. M68 
ot B.1.F. 


OLYMPIA 


and let us show you how 
photography SELLS pro- 
ducts and services. 
PHOTOWORK LTD. 
& LILYWHITE LTD. 
73 Baker St., London, W.1! 
Telephone: WELbeck 09389 


See April 17 issue of Advert iser's 
Weekly, pages 120, 121 and 123 
for the Advertising Services 
& Supplies Section. May 15 


will be the next issue con- 
taining these services. 
—_ 
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Tuumspay, May 1, 1952 


THE PERFECT LINK BETWEEN 
PRODUCT, PACK AND PUBLICITY! 


TRAPINEX HALL-MARKING’ is the title of a bright and informative 
booklet that gives the story behind the TRAPINEX HALLMARKS. 


Send for a copy and see for yourself how marking in all its forms, from 
a distinctive branding of the product itself to showcards, window transfers, 
pelmets, bulk container marking, vehicle marking, warning notices etc. are 
carried out with brilliant effect in TRAPINEX HALLMARKS. 


Although the TRAPINEX pigment is unique in containing secret 
ingredients, the years of experience, research and knowledge, the close 
co-operation between TRAPINEX and their clients the world over, has a4 o 
long been another secret ingredient that has assured their continued ( ———_$ 

—— 
=A 


success and effectiveness. =i 
The unchallenged excellence of TRAPINEX r 
MARKINGS ON 
HALLMARKS have convinced scores of MACHINERY 
satin Gute siven, bat when | manufacturers that they alone are worthy 
you or price, please 7 ‘ = ° 
ciaeeain Gh. et * | of marking or publicising a fine product: 
Ne. of coleers, “ A TRUE HALLMARK— 
Purpose. ( Woerding re- 


“atad! Waness | @ pond signature 


if 
\ 


sv0ce LINES OR PRICE om @ job well dene f ‘ piacyAnnines 


MS, NOTICES) 


Sole Manufacturers and Patentees :— denis 

TRAPINEX LTD, 100 COMMERCE HOUSE, HIGH ROAD ‘W'NOOW PusticiTy 
WOOD GREEN, LONDON N22 

Phone : Bowes Park 6811/3 Grams : Trapinex, Wood, London Cables : Trapinex, London 
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NEW AD. SPACES 
IN ‘MAIL’ AND 
“EVENING NEWS’ 


New spaces in “ Mail” &- 
issues 
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overseas created “sensa- 
tion” which has delighted senders. 
Se dates tciiowap lster aow going 
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Sposs Products Ltd. announce 
mew liquid permanent 


Ef 


starcher 
Agents: Saward, Baker & Co., 


May |, 1952. Princed in England by Staples Prinvers Limived at their Great Titc! 


Published by the Proprietors, BUSINESS PUBLICATIONS, Led., at their office at 160, Fleet Screet, London, E.C.4. (Phone Chancery 6844 ) 
infield Sereet, London, establishment. 
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